








ASK ME ANOTHER 


—lIs hand-to-mouth buying on the 
part of trade a positive advan- 
tage? 


—Not to the extent it is practiced 
today. 


—Why? 


—Stocks of new goods are being 
held so low that much needed 
merchandise is lacking; and the 
consumer is deprived of his pre- 
rogative of selection. 


—How does the consumer react to 
this condition? 


—The stimulus to buy is not there 
and he is liable to buy much less 
than he could or would. 
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Partnership:— 


Preparing the Boot & Shoe Re- 
corder is a great work of cooperation 
—greater than the uninformed ob- 
server would believe possible—with 
three general divisions: the subscribers, 
the advertisers and the publishers. 
Each division is necessary; and all 
three are working for the same end, 
namely, the betterment of the shoe 
industry. Working together, they are 
natural allies, with the same mutual 
interests. Each member of each divi- 
sion should make it a personal matter 
to help his allies in every way. 
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STRIDE LAST—Bal oxford, combi- 
nation last, made of Ohio's Jetta 
Calf, by F. M. Hoyt Shoe Company, 
Manchester, N. H. Catalog on re- 
quest. 





The Warlds Finest 
BLACK CALF 


FINE LEATHER 
makes fine shoes 


Black leads as the aristocrat of style mode in men’s 
footwear. JETTA CALF meets the demand of stylists 
for giving refinement to the style appeal of the shoe. 
To the merchant it brings the sales help of desirability 
added to the base element of quality, or durability. 
Both are vital in giving your customers values that 
make for satisfaction and repeat business. 


JETTA CALF is the world’s finest black calf, and one 
of our finest contributions to the successful distribu- 
tion of quality footwear. It fits any price range, for 
it can be adapted to any kind of finish required. Cut- 
ting area is uniform. It possesses a deep rich lustre, 
a fine grain with tight break, and a mellow character 
that gives foot comfort. 


JETTA CALF with a mat finish gives distinction to 
women’s smart tailored types of footwear. 


When you write “Calf” in your orders, write “Jetta.” 


Swatches on request. 





Boot AND SHOE RECORDER 



























combining THE SHOE RETAILER, May 30, 1931 ~ 














May 30, 1931 





OT AND SHOE — 


ORDER 2s e 


“ Vol. XCIX, No. 12 ims WM 


ir: 


The VOICE of the TRADE 


Ventilated shoes come 
into their own! It was an early 
editor of the Boot AND SHOE RE- 
CORDER who insisted that the entire 
staff go cool-foot. With an awl and 
punch he cut three holes in each 
shoe, in the invisible curve of the 
shank. After a quarter of a cen- 
tury, we come to the time when no 
‘ summer shoe is complete without 
its complement of holes and an en- 
tire industry steps into a new phase 
in shoe industry. Uppers are now 
punched with holes round, squared, 
triangular and decorative and some 
with eyelets as portholes. 

This week we note the develop- 
ment of a box toe of leather in 
which holes can be punched. It is so 
resilient that it holds its shape even 
after being perforated like a sieve. 

There is a place in every person’s 
wardrobe for at least one ventilated 
shoe in this new “foot breathing 
year.” The development of this new 
fashion, that is not a fad, has been 





most progressive for the punched 
shoe came in as competitor of the 
imported hand-braided shoe. Its 
popularity has increased interna- 
tionally so that the world over this 
year we find it the right shoe for the 
hot summer season. 


* * * 


Frank Werner of 


San Francisco, says: “It is regret- 
table to see so many good shoe 
houses going price mad. Brisbane 
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says it will be six years before times 
reach their peak again. But that is 
only the opinion of one man. Lots 
of firms will be making real money 
and showing good increases long 
before that time. I’ll cut off my 


right arm if we do not go ahead as 
much in the next six years as we 
have in the past six.” 

It seems that the Werner stores 
are not only keeping up their vo!- 
ume, but they are keeping up their 
profits. The lowest regular price 
here is $8.00 on women’s and $6.50 
for the men’s. 

Frank Werner says: “The idea 
of buying the best bet out of each 
line is wide open to criticism, as it 
is bound to lead to the accumulation 
of many duplications. Multiple 
styles are not all in making sales— 
it is not the number, but the selec- 
tion of styles that counts. Too 
many styles increase the inventory 
unduly, increase the normal mark- 
downs tremendously, increase the 
advertising expenses, all to no per- 
ceptible gain.” 

- 2s 





Ou Canadian brothers go 


cooperative in store. A. L. Wilson 
of Hamilton, Ontario, says: “Our 
feeling is that by consulting our 
sales people on every perplexing 
problem, whether you act on their 
suggestion or not, you get better co- 
operation, and it makes them feel 
that they have a share in the trou- 
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bles and the progress of the store. 

“On our part, we are paying more 
careful attention to the stock ; doing 
more concentrated buying and are 
endeavoring to develop the ability 
to say ‘no’ rather than buy conflict- 
ing lines. Furthermore, we are 
planning more of the right kind of 
advertising to take care of the sure- 
coming better conditions. Selling 
lines and quality have not been re- 
duced, but our stocks are cleaner 
than they have been for years, so 
that we are in a position to buy sea- 
sonable lines as needed.” 

ee o% 


Mss. Alfred Francis Donovan 


was presented to King George and 
Queen Mary at Buckingham Palace 
last Wednesday. While she is pre- 
sented to court at the Palace, her 
husband, who is vice-president of 
the E. T. Wright Co., Inc., of Rock- 
land, Mass., will be saying, “Arch 
Preserve Us, in dear old London.” 





And who can tell but what the ‘ole 
bloomin’ army will be wearing Arch 
Preservers on parade. A. F. is a 
graduate of Harvard and his so- 
cially fortunate wife is a graduate 
of Bryn Mawr. They have been 


touring Europe for the past month. 

Some measure of pride will be 
felt by his father, President Alfred 
W. Donovan, in Rockland—whose 
association leadership in New Eng- 
land these many years has made him 
the dean of toastmasters. 









Humanizing the credit 
man is part of the function of the 
coming Credit Congress of indus- 
try to be held in Boston, June 22nd 
to 27th. Most of us look upon the 
credit man as a hardboiled guy who 


a 

YY 
Mab 4. 
thinks merchants are ledger ac- 
counts and business can only be 
done one way. But by the grace of 
the Conference, the credit man is 
joining in the spirit of “give and 
take” and is tolerant of present sales 
conditions. A large part of the new 
spirit has been contributed by the 
Shoe and Leather Division, under 
the chairmanship of Charles Bour- 
get, president of the Common- 
wealth Shoe & Leather Company 
of Whitman, Mass. 

All industries will be represented 
in twenty-two credit group meet- 
ings, representing an organization 
of 25,000 manufacturers, whole- 
salers and bankers affiliated for the 
promotion of wholesome business 
by maintaining a sound credit 


structure. 
e 9 


Soles in the making—by 
machine rather than grown on the 
animal’s back: “Sport Soles are in 
exceptional demand,” reports Frank 
Bernstein, president of both the 


Panther Rubber Company at 
Stoughton, Mass., and the Panco 
Rubber Company at Chelsea, Mass. 
At Chelsea, the plant is running 
three eight-hour shifts since the 
first of the year and is building a 
one hundred foot addition thereto. 
Progress at Stoughton is shown in 
the two hundred foot two-story ad- 
dition. Both plants reflect the in- 
creased demand for sport soles by 
new designs and constant creation. 
Soles in the making. 
i? ie 


p aul W. Crawford believes 


that something is happening to the 
men’s shoe trade. The retail busi- 
ness is now divided. into two camps. 
At least it is in Lima, Ohio—which 
is a pretty good average city. As he 
sees it, it is a case of $10 and up, and 


Jubilee Brings Increase 


Chicago.—Up and down State Street after 
the first week of Chicago’s Jubilee the shoe 
buyers shook their heads in doubt when 
asked as to the immediate sales reaction 
to the big carnival. 

However, there was no mistaking that 
it did bring residents and out-of-town visi- 
tors in exceptional numbers to the shop- 
ping district during the day, and in the eve- 
nings the crowds were immense. On the 
evening set aside for street dancing and 
stage shows on the principal State Street 
corners, the crowds were so dense that any 
sort of progress along State Street or on the 
cross streets within a block of it was prac- 
tically impossible. In this respect the ju- 
bilee may well be termed “too successful.” 

At the Harry Meyer shop in the Palmer 
House, selling Bostonians and Foot Savers, 
P. Kay, the manager, said that something 
better than a 15 per cent increase was 
made during the week. “A noticeable num- 
ber of new customers came in and it is 
likely that the jubilee had something to do 
with that,” he added. 


$5.and down. Reason? Present con- 
ditions have wiped out the great 
middle class as purchasers of goods 
in the $6 to $10 range. These men 
have been forced down to the $5 
grades, as it is this group of con- 
sumers that have been the hardest 
hit. At present, they seem to be 
satisfied with their purchases. Just 
what they will do when their buying 
power returns to normal is one of 


the unsolved questions. The better 
grades are moving along about the 
same as usual. 

The average family shoe store’s 
error is in trying to cover too much 
territory, and so scatter efforts. 
Eliminating promiscuous prices has 
increased the Crawford business 
and decreased the Crawford inven- 
tory. Modern merchandising calls 
for buying to a set retail price, and 
not just buying shoes. 

~~ 


Men's shoes to retail 
at $1.00 per pair—is the way Endi- 
cott-Johnson Corp. of New York 
challenge Czecho Slovakia to hit a 
new low—for a new line of men’s 
shoes has been announced with 
heavy canvas uppers and wool and 
felt insoles. 

Endicott-Johnson factories, on 


the average, are running about 95 
per cent of capacity. A few of them 
are working nights. Production is 
at the rate of 110,000 pairs per day, 
based on a five and a half day week 
and the run is consistently 20 per 
cent to 25 per cent ahead of last 
year in quantity. Evidently, be- 
cause of price, shoes are pouring out 
at Binghamton and Endicott. 
oe ae 


dd 

Fier is no other way 
to cure unbridled, unbusinesslike 
competition than by the getting to- 
gether of local merchants and there- 
by stopping the practice of under- 
mining the confidence of the public 
in all goods,” says Ernest A. Bur- 
rill, now merchandising executive 
for the Procter & Collier Company 
of Cincinnati, who expresses a 
practical compliment on the article 
“Headlocked Competition,” which 
appeared in our issue of May 2nd 
and also says: “THE RECORDER has 
hit the nail absolutely on the head.” 
Mr. Burrill was the merchandis- 
ing counselor for the men’s cam- 
paign and developed a new friend- 
ship for figures in many stores the 

country over. 

x oe 


Retail shoe merchants can 
meet chain store competition any 
time they learn the value of the 
lesson of keeping their stocks in 
liquid condition, says a chain store 
merchandiser who has increased his 
sales 40 per cent in pairs so far this 
year. This man is J. Macht of the 
Charles Stores. 

“At the time when a man is not 
in a position to buy, is just when his 
sales start to slip,” is the positive 
assertion of this buyer. Further- 
more, he believes the few pennies 
the chains save through their group- 
buying could be more than offset by 
keen merchandising and the per- 
sonal contact of the “boss” who is 
always on the floor. 


* * * 


Important if true! It is rumored 
that the visiting shoe buyers are 
considering forming a social club 
with local headquarters. One man- 
ufacturer’s representative suggests 
the name of “The Chiselers Club” 
as being most appropriate. 
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F riday shoes are next 
Cusk skins are added to 


in style. 
the list of novelty leathers, for the 
Ocean Tanning Co. has started to 
tan them at Salem, Mass., and to 
finish them in suede and novelty 





grains, as well as in the natural fish 
grain. A cusk is a large edible fish 
from the sea, and an average cusk 
skin, in shape somewhat suggestive 
of a pair of overalls, spreads six 
feet. Orders on hand call for more 
than 100,000 of the skins. The raw 
stock is imported, chiefly from the 
fisheries of northern Europe. 
* ok * 


Harry McLaughlin of the 
Potter Shoe Co., Cincinnati, Ohio, 
believes the motto of the day in 
every store should be: “Keep the 
salesperson informed.” Weekly 
meetings of the Potter personnel 
bear out this fact in a most convinc- 
ing manner. 

Departing from the usual discus- 
sions of merchandise, Potter’s con- 
vey a “word picture” to the minds 
of the salespeople. A miniature 
“set up” is made by the display 
manager, just as though he were 
designing it for the windows. From 
this display, every style element is 
discussed—price, appeal, construc- 
tion of the shoe, and popularity 
with the customer—all are taken up 
in detail. Every feature of the shoe 
in question is mentioned and sales- 
people are given first-hand infor- 
mation. 

Heads of departments of Potter’s 
next speak to salespeople in their 
respective departments. Quotas 
and general sales plans for the com- 
ing week are discussed. Familiarity 
between the department manager 
and employee is given full reign so 
that a better understanding of each 
one’s problems is obtained. 

Advertising is discussed thor- 
oughly. Salespeople are given com- 
plete information regarding special 
sales, and the footwear advertised. 
Complete cooperation with the 
store’s advertising agency, the 
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Julian J. Behr Company, is main- 
tained. 

Employees frequently model the 
new footwear styles; inspirational 
talks are occasionally given by out- 
siders, and selling demonstrations 
by manufacturers’ representatives 
present the employee with first- 
hand knowledge of “what’s going 
on.” Thus Potter employees at all 
times are given opportunities to 
know their merchandise; to know 
how to talk to the customer more 
intelligently. 

x ok x 


T aritf’s all wrong, 
believes one importer, Miss Mary 
Bendalari. “Instead of the duties 
being based on dollar values, they 
should be reckoned at so much a 
pair. A 50c. or even a $1.00 a pair 
tariff would do more in keeping out 
the cheap goods that are hurting the 
manufacturing interests, than the 
present method. Just now the 
tariff works to keep out the exotic 
high style stuff than the regular 
American manufacturer does not 
and will not touch. This acts to 
the detriment of the high grade re- 
tail trade in that it takes the superla- 
tive style out of the retail business 
through the stifling of the extra pair 
sales of this type of merchandise.” 

It is quite apparent Miss Ben- 
dalari is not interested in ad valorem 


duties and will have her say at the 
U. S. Tariff Commission hearing in 
Washington this week. 


* * 


(corse Utley, general 
manager of Harsh & Chapline 
Shoe Company of Milwaukee, 
tells us: “Conditions such as we 
are passing through give some 
sharp shooting shoe manufactur- 
ers a fertile field to go out with a 
poorly made and cheaply con- 
structed shoe, at an exceptionally 
low price, and do a big business 
for the time being—the shoes 
however are so cheaply. built that 
they will only give to the ultimate 
consumer, about one half value 
for the price he pays. It is another 
evil that is allowed to exist in our 
industry, that takes millions away 
from the poorer class of people, 
who are always imposed upon.” 


* * * 


I: by one accord all 
men in business would start tomor- 
row morning selling goods at a 
price that would bring at least an 
atom of profit, then business would 
cure the present situation—no ifs, 
buts or ands about it—no tempor- 
izing and with no exceptions—the 
deed would be done, for business 
cannot continue at a loss. 





“Just the same—I think it’s very strange that you never show me any of those 


pretty shoes like you sell my daughter.” 
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BSOLUTELY BAFFLING , —— 
MORIARTY, BAFFLING IN 
THE EXTREME.” 





~ 


he Hidden Mysteries of Size 


Has the Time Come to Simplify 
Just One Little Detail in Numerology ? 


D. you remember the old story 
of the Chinaman who appeared in court? After 
listening for ten minutes to what he testified, the 
judge called the interpreter and asked: “Just what 
has he said?” The interpreter replied: “He say 
ye fo has 

So: *39 2 — *270 — *162 — *39 12 — *214 — 

39 B — *72 — *7 B — *390 — *391 — 
*172 — 772 — 702 — 072 — *142 — 0172 
— 6011 — *602 — 7B-AAA — 27-363-18 
— 1402 — 9720643. 

In shoe language, the interpreter now says this all 
means 7/B in men’s shoes. 

Think of it, there are at present 197 different 
methods of telling the public that a size 7A shoe is a 
size 7A. 

What a howl would go up if there were that many 
ways of describing how much a pound of meat 
weighed or how many eggs in a dozen. Isn’t it fully 


14 


as important to the well being of the community to 
throw all this secret size marking pretense out the 
window as it is to frankly state that 16 ounces make 
a pound and that there are 12 eggs to the dozen. 

Recently this problem was put to a few manufac- 
turers and retail shoe merchants in this fashion: 

Every industry in America is doing something 
towards the simplification of the fundamentals of its 
business. Let’s start with size markings. No better 
time than right now has ever presented itself to an 
industry to correct confusion in size marking. 

We sense the need of a unified system of size 
markings as one of the first steps in the process of 
simplification. Why should an industry continue to 
use confusing methods when one or possibly two at 
the most should be sufficient ? 

May we ask what, in your opinion, is the best 
method of size marking? 

In an effort to clarify the size marking situation, 
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will you give us your opinion on the subject and your 
recommendations and why? 

The result of this poll was most illuminating. 

100 per cent of the merchants were in favor of 
marking all shoes in plain sizes. 

The manufacturers were about evenly divided be- 
tween plan A and plan B. 

One major factor among the smaller stores in the 
swing toward the plain size markings is the introduc- 
tion of the combination size markings. 

A few pertinent quotations from both groups are 
given to illustrate the trend of thought. : 


MERCHANTS 


ArtHur G. Brown, Martos, Indianapolis, Ind. 
“We use only the plain figures as 8A or 5% AA.” 


Frep H. Rasmussen, THE H & S Pocur Company, 
Cincinnati, Ohio. \ 
“It is our policy at all times to use plain size mark- 

ings in our women’s shoes. 

“We believe that service to be real service must be 
essentially truthful. The only reason why size mark- 
ings are concealed by code numbers is, to leave the 
customer in doubt as to what size she is actually get- 
ting. 

“It is our policy to sell merchandise exactly as it is 
marked and represented. You, therefore, can see why 
we do not wish concealed or code markings in shoes 
at any time.” 


H. C. Vottratu, Joun Taytor Dry Goops Com- 

PANY, Kansas City, Mo. 

“We believe that the most satisfactory all-around 
method is the use of plain figures and letters, and we 
are of the opinion that the majority of good shoe 
stores and departments are having their shoes marked 
in this manner. The old days when it seemed neces- 
sary to fool people a bit about sizes has long since 
passed and we find that very few women are con- 
cerned as to’ how shoes are marked, but entirely as to 
how they fit. 

“When the salesman explains that size markings 
are simply a guide and because his customer is wear- 
ing, for example, a size 6B comfortably, does not 
mean that every 6B he has in stock will prove the 
same, due to the different types of lasts, patterns, and 
so forth, he will readily find that they will see the 
logic of this explanation and allow him to fit them 
correctly in the right type of shoes. 

“In our opinion the only satisfactory manner to 
mark shoes is in plain sizes and widths.” 


E. B. Stern, WaLK-Over Boot Suop, Tulsa, Okla. 


“In reference to the size marking in shoes, per- 
sonally believe that the plain marking is the most 
satisfactory for the reason that it avoids any con- 


CODE MARKINGS IN 
MEN’S SHOES 


We are tremendously indebted to Elmer J. Bliss, 
chairman of the board of the Regal Shoe Company, for 
his study and research into the subject of code markings 
and size classifications. He has discovered and de- 
ciphered the following, up to the hour of going to press; 
and anticipates even more secret codes ee his 


capacity to decipher. 


DECIPHERED 
CODE EXPLANATION 
39 2 39 minus 32 equals 7 
size 
2 equals B width 
« 39 minus 32 equals 714 
size 
2 width, 7 size 
0 even, 5 used as half 
size 


270 


1 plus 6 equals 7 size 
2 equals B width 


39 minus 32 equals 7 


162 


39 12 


size 
12 minus 10 equals B 
width 


half of 14 equals 7 
size 
2 equals B with 


40 minus 32 equals 8% 
CE 


7—2 7 equals — 
(— equals 4%) 
2 ouuae 3 “width 


8 equals size 
(— equals half size 
A equals width 


39— 39 minus 32 equals 7 
size 
0 equals B width 
39 minus 32 equals 7 
size 
0 equals A 
39 minus 32 equals 7 
size 
equals C 
equals size 
equals whole size 
equals width 
(2 equals half size) 
1st seven blind 
! 2nd 7 equals size 
4 equals D 
8 equals size 
0 equals full size 
2 equals 
(equals half size) 
9 equals size 
0 equals full size 
5 equals half size 
4 equals D 


Divide 14 by 2 equals 


39 0 


39 2 


dS 


172 


Neen 


774 


802 
094 


142 
7 size 

2 equals B width 

0 is blind 

9 is size 

1 equals full size 

3 equals C width 


Add 1 to 8 equals size 
9 


0193 


80 13 


0 is blind 
13 equals D width 


801 a 1 to 8 equals size 

0 equals full size 

5 equals half size 

1 equals A width 

7% D—AA 
7% D 

10 D 

10 equals size 

0 equals full size 

4 equals 

10 A 

1 equals width A 

10 equals size 

Other figures blind 


1004 


110— 
363—18 


291 


9% B ; 
2 equals width 
9 equals size 





[TURN TO PAGE 7Z PLEASE] 
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1 equals half size 
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(See page 73 also.) 


DECIPHERED 
EXPLANATION 


6% C 
Half 20 equals size 10 


02 equals B width 
2102 equals 10% B 


Disregard 1st number 
Take next 3 numbers 
9 equals length 

1 equals width 

5 equals % size 
Other figures blind 


3 plus 4 equals 7 size 
2 equals % size 
4 equals B width 


75 equals size 7% 


> widt! 
2nd, 3rd and 4th fig- 
ures blind 


CODE 
6% A/C 
2002 


9915643 


3424 


349875 


7 equals size 
0 equals half size 
2 equals B width 


8% size 

5 equals E width 

347 blind, 80 equals 
81% size 

5 equals E width 

3 is blind 


First figure blind 

Add 1 to 2nd figure 
equals size 5 

10 equals A width 


2 from last 9 equals 7 
— equals half size 
Center 2 equals size B 


32 from 40 equals 8 
size 
lst 4 equals D width 


Subtract 3 from 10 
equals 7 size 

Last number equals B 
widt 

136 Half first two num- 
bers equals 6% 

Half last number 
equals C 


702 


3478053 


24 10 


229— 
440 


1032 


8% C 

082 equals 8 A 
5 AAA 

11 equals 5 

12 equals 5% 
13 equals 6 

7 equals AAA 
6 equals AA 

5 equals A 

O GB 7B 

2100 10 equals size 
2 equals width 
0 equals full size 
(— half size) 


Disregard Ist 2 figures 
3 equals C width 

75 equals 7% size 

0 is blind 


7% equals size 

C equals Ball 

B equals Instep 

A equals Heel 

7— equals 7% size 
A equals Heel 

B equals Instep 

C equals Ball 

475 equals 7% D 
ye figures blind 
C equals Instep 

B equals Heel 

3 equals width 

60 equals size 

1 equals half size 
8 plus 1 equals 9 size 
E equals width 
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563750 
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46562 CB 
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An effective summer and sport shoe win- 
dow in the store of Guarantee Shoe Co., 
San Antonio, Texas. Green grass mat 
and colorful floral trim lends an out- 
door atmosphere to the display. 


Sell 


Sport Shoes Through Windows 


How Guarantee Shae Co., Reinforces Displays 
with Effective Outdoor Advertising 


“Com the most out of your 
publicity,” urges C. B. Fisher, publicity director of 
the Guarantee Shoe Co., San Antonio, Tex. And to 
him, publicity is an all embracing term, as it pertains 
to interior and window displays, newspapers and out- 
door posters and boards. 

The sport shoe season opens up very early in 
Southern Texas. In fact, it might be safely stated 
that it is always sport shoe weather in San Antonio. 

The window at the top of this page illustrates what 
may be done in putting the “urge to buy” into a 
sports shoe display. The colorful aspect of the props 
is summery. The harmony of the trim is alluring. 
The timeliness of the featuring of sport shoes is ap- 
parent. So, with all these factors carefully worked 
out, it is no wonder Guarantee windows are outstand- 
ing in the art of “telling ’em and selling ’em.” 

As to this particular window, a green grass mat on 
the floor vividly contrasts and so brings out the white 
and sport shoes placed in close proximity to the base. 









Bright flowers and trailing green vines constitute the 
floral part of the atmosphere. Mr. Fisher feels it is 
so necessary to bring out the timeliness of the shoes. 
on display. 

Getting the most out of the windows is often best 
accomplished through concentration on one subject at 
a time. Timeliness is fully as important as the fash- 
ions and value of the shoes on display, the harmony 
of the trim and the general attractiveness of the win- 
dow in general. “Rrrright Now,” as Chevalier rolls. 
out, is when the public is interested in sport shoes, 
and right now is the time to give this merchandise the 
spotlight. 

Very few shoe stores are doing the job in outdoor 
advertising that the Guarantee is doing. Their boards. 
and posters definitely link up the window displays. 
with the publicity that appears along the highways. 
All of them during the present season are stressing 
sport shoes. 

It seems that for over a period of 8 years or 
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more, dating back to the time when the store was 
doubled in floor space and was redecorated and re- 
stocked in such manner as to place it in the class of 
America’s finest shoe stores, the management of the 
Guarantee has kept attractive painted boards in oper- 
ation continuously on the city’s main boulevards. 


Oysiginality is, perhaps, the 
most striking note in the advertising of the Guaran- 
tee Shoe Company. Whether it be illustrated news- 
paper copy, booklets distributed at the store or 
through the mails, or painted outdoor bulletins, the 
note of originality is so pronounced that the eye of 
the reader or observer is bound to be attracted to 
the copy. And yet originality is not secured at the 
sacrifice of other desirable characteristics. 

Take beauty, for instance. The management of 
the Guarantee long ago became convinced of the 
pulling power of beauty in selling fine shoes to 
women. In building the present store, the depart- 
mentalized plan was adopted. The woman’s store 
has its own entrance. Women shop there in an 
atmosphere of exclusiveness, buying hose at the front 
counter, and if they desire shoes of particular types, 
they are escorted to The Bottery, a department of fine 
shoes, immediately behind the main women’s sales 
room. Here they are served in surroundings that ap- 
proximate those of the most exclusive home. Beauty 
is also a marked characteristic of every window dis- 
play and is certainly not overlooked in the preparation 
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Guarantee Shoe Co., San Antonio, Texas, recognizes 
the value and efficiency of outdoor advertising and 
finds billboards an excellent medium for sport shoe 
promotion in summer. 


of the copy for the distinctive outdoor bulletins that 
this company uses. 

Such fine painted boards as those employed by the 
Guarantee are really extensions of the unusual win- 
dow displays of the company to the main boulevards 
and fashionable drives of the city. Much thought and 
not a little expense is given by the display department 
of this store toward making its windows outstanding, 
and equal pains are taken toward seeing that the 
painted bulletins of the company carry that air of 
originality, that approximation of beauty and distinc- 
tiveness, that the company has found to be most et- 
fective agents in centering the attention of women on 
the shoes that the store sells. 


Beautiful by day, these boards 
are doubly beautiful at night, for it is then that under 
the rays of electric illumination their artistic qualities 
are seen at their prime. It is then that the magic 
of color lends enchantment to the scenes presented on 
the bulletins and causes them to register on the mind’s 
eye of the observer in a most compelling way. 

Men are also attracted by pleasing surroundings in 
the shops they patronize, and harmony is found to be 
an effective agent in appealing to their emotions when 
presented through the medium of outdoor advertising. 
While the Guarantee’s outdoor bulletins that depict 
men’s shoes are charged with masculinity, due care is 
taken to make them both original and distinctive. 
[TURN TO PAGE 70, PLEASE} 
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. » » PEOPLE’S 


For those shoe merchants who 
work with the medical profession, here’s an idea. It 
is from W. M. Brown, Kansas City, Mo., who owns 


the Glove Grip store. A loose-leaf book is kept, in 
which is recorded, under the doctor’s name, all the 
customers sent in by that doctor. 

In looking through this book from time to time, it 
is sometimes noted that one doctor may not be sending 
in as many patients as is his custom. A five minute 
interview finds out “why,” and soon that page shows 
its proportion of proper entries. 


* * * 


Tennis net profits are ordinarily relatively small, 
due to the number of adjustments needed to satisfy 
unreasonable customers, according to P. J. Stewart 
of the Smalley-Terhune Co., Wollaston, Mass. These 
adjustments must be met to hold the trade of the small 
town family shoe store, but the very nature of them 
is such that they cannot reasonably be passed on to 
the manufacturers. 

Several years ago this practice was started. Second 
quality goods were bought for the initial order. This 
order constitutes two thirds of the season’s anticipated 
wants. A 50 per cent mark-up is taken on this pur- 
chase. As sizes are needed, first grade goods are 
bought for stock. These are given the same retail 
price as the first order of about 33 per cent mark-up. 


18 


Through this method the store averages a mark-up 
of a little better than 40 per cent. But with at least 
5 per cent of this profit going to satisfy unjust com- 
plaints, a net profit of around 35 per cent is realized 
In the past five years that this system has been prac- 
ticed the results have been quite satisfactory. The 
liberal adjustment policy is reflected in the growth 
of the entire children’s trade, rubber and leather shoes 


alike. 


* * * 


On the wall of the Shaub Shoe Store in Lancaster, 
Pa., hang a number of square white cards about four 
inches each way. The cards are ruled with a space 
for a small sketch showing size of shoe and spaces for 
the following data: Factory, kind, pairs, date bought, 
date received, stock number, price and remarks. 


* * * 


‘These cars are the invention of L. B. Frank and, 
as may be supposed, they are an important part of 
the store’s buying system. A duplicate of the cards 
is made out for the loose leaf book which goes to 
market. In buying high style shoes, some sort or a 
definite record needs to be kept, due to the complexity 
of patterns. This method has done much to eliminate 
the overlapping of shoes. Studying these cards on 
the wall is one of the principal indoor sports of both 
Mr. Frank and Shaub. 
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IDEAS 


L. R. Bump, Wichita, Kan., is a great believer in 
the results that come from giving souvenirs to chil- 
dren. He finds that tablets, crickets and whistles go 
a long way toward gaining a child’s good will. 

“Tf you favor a kid and make something of him, 
you are sure to make a good customer of the whole 
family.” says Mr. Bump. 


a 
Even with the present day sales resistance built up 


as it is, it is refreshing to hear of a stunt that “turned 
them away.” The scene is laid in Racine, Wis., in 


the shoe department of the Zahn Dry Goods Co. In 
relating his experience Buyer W. A. Ahrens said: 
















“About a month ago I advertised some of our $6 
shoes at $3.89 and the response was not so good. A 
week later these same shoes were advertised again, 
but instead of $3.89, I wrote the ad this way: 

“$6 shoes in Patents, Kids, Suedes and Satins, at 
$6 for one pair, and get the next pair for $1.’ 

“This happened to be Dollar Day, but we sold 128 
pairs of odds and ends that day, and it was a day I 
will never forget because we had to turn them away.” 


* * * 


Every shoe man should have some one good special- 
ty which not only interests him personally, but one 
capable of attracting extra persons to the store, says 
Reuben Metz, of Chicago. In this connection, “Rube” 
has successfully exploited a good bowling shoe in 
his Chicago stores, he knows whereof he speaks. 
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Proof of the pudding is to be found in scores of 
letters received by Mr. Metz. So great has the de- 
mand grown for the bowling shoes developed by Mr. 
Metz, that he receives orders for them from all over 
the world. Bowlers in Malmo, Sweden, are the latest 
to enthuse over these shoes. 

Here is one particularly significant letter which Mr. 
Metz received not long ago: 

“While bowling with the Kiwanis League on 
October 20 at Schueneman’s Bowling Alleys at Ash- 
Jand and Van Buren Streets, I rolled a 300 game in 
a pair of Metz Bowling Shoes. 

“It has always been my ambition to bowl a perfect 
score, and I know that Metz Shoes helped me to do 
this. 

“T have been wearing Metz Bowling Shoes for 
many years, and can recommend them to all bowlers. 
Everyone who bowls should wear bowling shoes if 
they want to improve their score.” 


* * 





* 





In the Sager-Juley Shoe Store at Green Bay, Wis., 
a letter “S” stamped in the shank of a shoe is the 
cue for a courteous “Madam, we take issue with you. 
We know these shoes are fitted too short, as we sold 
them to you under protest.” Without further argu- 
ment, an adjustment is made on the basis of what 
the customer thinks is fair. But she is very particular 
as to how she enters a complaint in the future. That’s 
a Green Bay idea that works to perfection. 


* *k x 


If your mailing list is to be up-to-date and alive you 
must be on the alert for ways to add new names. 
During June there will be many weddings. Here is 
an opportunity to add new names, by simply watching 
the announcements in the newspapers. Send every 
newly married couple a short little note of congratula- 
tion, and invite them to call on you to supply their 
shoe needs. Then add their names to your list. 

In many instances the bride will be a newcomer to 
the city and your letter will be appreciated. 



























PROM THE EDITOR'S ‘ANGLE 
pb Bk) hedeem 


May 30, 1931 


Editor 


Copyright 1931, Boot and Shoe Recorder Publishing Company 
Division of United Business Publishers, Inc., New York 

















THE most signifi- 
Penalized cant action of last 
by T. week was the ver- 

y 'ax dict of the United 

» States Supreme 
Court permitting 
the state of Indiana 
to lay a special graduated license tax 
upon chain stores. The court has 
ruled that “there is a large discre- 
tion in the legislative power of a 
state, to classify businesses and 
trades for the purpose of making 
them the subject of special varieties 
of taxation or regulation. If the 
classification is reasonable, the equal 
protection of the law has not been 
denied.” 

Here is another most startling 
statement from the records of the 
case: “The chain store has many 
features and advantages which 
definitely distinguish it from the in- 
dividual store dealing in the same 
commodity.” So we now see that 
all stores do not look alike to state 
legislatures—a most significant 
change in legal viewpoint. 

Penalizing the chain store will 
now be a great game in other states 
and in many ways the chain brought 
it upon itself. The individual mer- 
chant is a cohesive force in local and 
state politics. The little merchant, 
though often coldly wasteful in his 
selection and distribution, is warmly 
serviceable to his community. He 
deals with customers as friends. He 
banks his money with friends. He 
joins in neighborly support of local 
charities and community affairs; pa- 
tronizes local industries for his sup- 
plies and services. He is a power 
because he represents a loyalty to 
his locality. , 

The manager of the individual 
chain store may have, and usually 
does have, many of the same at- 
tributes of personality but the cen- 
tral office at a distant point acknowl- 
edges no financial responsibility 
toward the “little things in business 
life” that mean so much to the spirit 
of a town. Naturally, it is difficult 
for a chain of many units to ration 


Chain Store 


out the little expenditures that mean 
so much to the encouragement of the 
spirit of neighborliness between the 
chain store and other stores in the 
community. 

Do not, for one instant, continue 
the supposition that present legisla- 
tion adverse to the chain store rests 
only on this one community contact, 
but isn’t it really at the bottom? 

The case which the court decided 
involved a license tax on all stores, 
but graduated according to the num- 
ber of stores. On one store the tax 
is $5; on two to five stores—$10; on 
five to ten stores—$15; on ten to 
twenty stores—$20; and in excess of 
twenty stores—$25. 

Similar laws are being agitated 
for other states, mainly in the south 
and west, and will probably be dealt 
with in court tests separately. 


CENTRALIZED plan- 

. ning is also proposed 

ov. de by Stuart Chase, the 

economist. He says: 

> “Even in times of so- 

called prosperity, the 

inefficiency of parts of 

our business organism is colossal” — 

and that what is needed now is a 

little bit of organized thinking to 

turn many waste processes and prac- 
tices into profitable endeavor. 

Stuart Chase says: “The remedy 
is through centralized planning and 
can be done by a nation, by an eco- 
nomic region and by an industry— 
using the same methods the efficient 
manufacturer employs in his own 
office.” 

This is right in line with RECORDER 
thinking, for it is our belief that an 
industry dealing in a unit commodity 
—shoes—should encourage unified 
thinking to the point where we con- 
sider all shoe stores as one. An 
industry geared up as a competitive 
force should be able to get a little 
larger share of the public purse 
without the attendant losses, wastes, 
absurdities of inter-trade competi- 
tion. An industry considered as one 


Time for 


family, would not continue its inter- 
trade fighting when, in the last 
analysis, profit counts only at one 
spot at retail—over the fitting stool. 


THE question of 
Sales store hours is a 
Timin very important 
8 one. Perhaps the 
> first merchant to 
attempt a plan of 
staggering clerk’s. 
time was A. C. McGowin of Phila- 
delphia, who, twenty years ago, re- 
organized his shoe department on the 
following plan: One group of sales- 
people came in at the regular morn- 
ing hour of nine and worked through 
until five-thirty, with regular lunch 
period. Another group of better 
salespeople started to work at 
eleven in the morning and without 
lunch period, other than a short re- 
lief, worked through until , five 
o'clock. The second division cap- 
tured the real sales honors for the 
store and covered the rush period 
of the day when girls at business 
came in and found plenty of clerks 
that were alert and attentive. Pre- 
vious to this new timing system, in- 
augurated by Andy McGowin, the 
mid-day was the “worst time” for a 
customer to get real service. 

We consider the subject of store 
timing as being of real importance 
because of its possibilities this sum- 
mer. In all probability, stores in 
the metropolitan centers will con- 
tinue the full Saturday holiday, 
making the five-day week truly 
operative as a summer schedule. 
Perhaps the Franklin Simon plan of 
suiting the hours to the costumers’ 
convenience may develop an inter- 
est in a real study of store timing. 

Some of the suburban stores now 
go to the limit of exhaustion of 
clerks and helpers in keeping the 
store open from 8 a. m. until 10 
p. m., six and even seven days in 
the week. That method of store 
keeping is very often unfair to the 
workers. 


What About 
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HAND TURN 


SLIPPERS 


Your source for extra profits 


Mr. Merchant: Here’s a selling sugges- 
tion:—Ask your sales people to show 
a pair of DA-TIME slippers upon 
completing each shoe sale. It will re- 
sult in extra pairage and greater prof- 
its. Seven out of every ten women buy 
two pairs of slippers each year. Don’t 
overlook this profitable business. 
DA-TIME slippers are so reasonably 
priced that you can make a handsome 
markup on every pair. Send in your 


order today. $ 2 50 


10 
$210 SACHS & VIGORITH, INC. OORSEY 
30 DUTTENHOFER BLDG. 
CINCINNATI, OHIO 


TERMS 


5%—30 days 


IN STOCK IN STOCK 


Made of fine quality kid upper, lined with light colored guar- Made of selected kid upper with genuine full kid lining; full 
anteed satin; over a modified toe last with a 13/8 Cuban heel— breasted 13/8 baby Spanish heel, 8 iron leather sole—steel 
8 iron leather sole—steel shank. In stock in black, blue, red, shank. In stock in black, blue, red, purple and green kid, also 
purple and green kid—also patent leather. A and C widths, patent leather. A, B and C widths, sizes 21% to 9. 

sizes 22 to 9. 
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Best Known Man in Town 


How You, Too, Can Get That Way Without Spending a Dime 


Donne years ago (when | was younger) 
the Professor of Salesmanship in the state university 
asked me to address one of his classes. 

Said he: “I want to impress on them that complete 
detailed knowledge of the goods is vital. Bring some 
leather and shoes and show what you know.” 

I went and enjoyed the job. He invited me again. 
The physical education instructor heard about it and 
asked me to tell a gym class about Foot Health. 

Somebody told a home economics teacher in high 
school. She asked me to tell her pupils how to buy 
shoes properly. A Y. W. C. A. secretary heard of 
that and asked if I wouldn’t please lecture her girls 
about wearing sensible shoes. 

“This is a business,” said I to myself. “They beg 
a fellow to accept the finest kind of advertising—free. 
I'll make a system out of it.” Which I did. 

It seems best to work things so the invitation to 
speak came to me rather than for me to offer my 
services. Noticing that most opportunities came sud- 
denly, allowing little time for preparation, I deter- 
mined to prepare beforehand for all occasions. 


First, I made an outline covering—well, almost 
everything I could think of. Materials, shoemaking, 
storekeeping, fitting, styles, etc. I then filled this 
outline in and studied up my points. Thus I had in 
organized form the type of information that might 
interest any particular group. 

A skeleton of this outline is shown on page 24. 
The points noted there are merely reminders. You 
would fill the outline in according to your own knowl- 
edge and individual opinions. 

Second, a grip full of “props” was always kept 
packed to avoid all hunting and forgetting at the last 
minute. It contained, in addition to the outline, the 
following: colored kid, calfskin, swatches of suede, 
reptiles and fancy leathers, a last, a pattern, fitted 
upper, breasted outsole, unbottomed lasted upper, 
channelled insole, regular shank, arch support shank, 
counter boxing, strip of welting, piece of backed 
satin, woven vamp, arch support, uncovered wood 
heel, untrimmed pancake heel, jeweled heel, ivory 


sole leather. 
[TURN TO PAGE 68, PLEASE] 


Boot AND SHOE RXCORDER 
combining THE SHOE RETAILER, May 30, 1931 











} 












: 


My 















eee = eS 
— = =—- | => pe 
Pp ————F7? SSSSS===!} => SS _.- fn er —SSSS= =. od 
=—<——_> =. = = == —- « SS SSS 
—_— —= ———— a —a———et SS OS -E— a > — + = =—=—=—S=| _— 
———_- = = > S—— 2 — SS] —=—EE—E eee == = — SS ? 3 —. 
—SSS = = SS = = 
CD CO a -- = ——————————— 2. eS = ——— 
SS SSS OO BS REE ss SS i  @ == BS BS 
——SSS== - — 
eS Se = a 
SS =. —S=SS=SS_ «SE OO — 
SSS aS Os = . a? S—SS—— : . e —=—? 
-——— > ———=————__ = EE==——S=== ————————— —S=-.-= 
—— SaaS SSO S== —————— => 
——. SSS. SB :S—.—OUVW ————s 
SS 6 a SSS SS == = ae 
SsS— wees; =? —————— ee os 
== ———$—$——<—_—s«@ FOS ————— 
ee —_————— —=— —_— -—~ = ————— ee 
——_— ll — —— = —————-—S—Féh — 
=. a q 
——__ -_5  O—_ ————————— CS — -_ 
_S—SsS EE OS SS = = 
SS S=EOaeOeeeeee kx 
=> => — ——_—_————————____ - F = > 
SS i 
= =. was OOO ———_—_—_——— 
= = ———— 
SSS Oe. OO = 
SS ———!_ = 
———=S —-=— = - 
SS == —— 
SS. SSS — 
SEPFr SSS 
= ——— 
= SSS oo = 
= i a 
— FSS == 
= =S—=<sT= — = 
a —_— = =, —J 
— SS = = = 
= = ee 
— ———--—- = ao 
= = SS 
—<—— > = os 
——_—_—_—_—_—_— = = = a 
SS =, = SSS 
———————— = = = =_ 
==: = E 
= oo = 
=S>=—__ — — — 
= — = o_o 
==—=S= F=a_=. e A = == SS 
= ————————— EE SSS OI OSS 
—_—_—S_ é — 
see OUST ES = 
eS .= S= ————SS=_ o-—=—== 
=. 
—=_- —— ——= 


il" 





: 

















Hannay 


: 


=—=—_— 
———. 
=— 
—_— 
—S=S——_— & = 
SSS_— = 
OH EE 
————— = 
————SSS— = 
S——S_ = 
—— = 
= oSS=—ss === 
————— 
———————_ dade 
—S—S——===_- _ _=. 
———Ss se 
——<—<— « = 
eS = 
———— si 
S=—S== = 
——SS—S=—=—=— 
— - —— 
Sa—_—_ J 


il 
( 










il 


18 
revealed in 
shoes 

Gshioned 


AL 


ili 














| 








Lad 














iy 


| 





| 


=S———_— : 
= —_ 
— a = 
=——— = —_— pe 
= = = 
= = 
= 
——  -@- — 
—_—_—S= Oo 
== os —— 
——_—_=S = 
—— 
- —= 
—— = 


‘| 












Sien-tiffic 








= ... the answer to the mddern N 
= 5 urge je otyle in (Corrective or = 2] 
= N- IL PROFITABLY AT ‘= 
— SI-EN-TIFFICK WELTS IN a ABL i= 
Zs ‘ eet 
22 d P =. = 
=f! an 2 = 


——_ 
—_—_ 
= 
———==" 
— 
=== 










TO 


uh 











Siguiffch, 





‘ 
Hn 


‘Give them ALL they 


hoes ~ ; 
want in Corrective Footwear 


are also shown 
in Welts 
AAA ~ EEE 


RETAIL PROFITABLY AT 


? 


il 
il 


| 


il 


ra 


SI-EN-TIFFICK SHOE Co. 


Branch of The HCGodman (0. 
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“SAVE THIS PAGE / It is an OUTLINE 


that will help you make a talk on any branch of the shoe business. 


(Refer to article on page 22) 















FITTING 


Fitting length, width, vamp length, 
heel height, toe shape, type of pattern, 
long second toe. Wearing same heel 
vs. assorted heel heights. 

Too loose is not as bad as too tight. 
Fit light leathers, turn soles tighter, 
heavy leathers and soles looser. 

Fitting children’s shoes—old people’s 
shoes. 

Shoes worn looser now than former- 
ly—feet better—fewer corns, callouses, 
bunions. Very little “breaking in” now. 
Flat arches more common. This gen- 
eration will have no bunions because 
of longer fitting. Morten’s toe. 

What causes flat feet? Heredity, 
sickness, accident, shoes (if you think 
so), don’t know (usually) occupation. 
Remedies—shoes, exercise, taping, arch 
supports, chiropodist. Flat feet often 
are more comfortable in new _ shoes. 

Arch support shoes—are they over- 
advertised? Getting so we can’t sell 
a shoe unless “it has a special arch.” 
Hard shank vs. soft shank. Is there 
such a thing as a “corrective” shoe? 
Is “arch fitting” a temporary craze? 
Things an arch support shoe attempts 
to do, Combination lasts. 

Measurements of lasts. 14 size is 1/6 
in. Each width is % in. Half size 
longer and width narrower decreases 
width % in. Measurements (except 
length) of 4C, 5B, 6A, 7AA, 8AAA, 
etc., are identical. But 5B has more 








cubic inch content than 4C_ because 
longer. 
STYLES 

Sources. How much does Paris or 


Fifth Ave. influence shoe styles? 

Shoes for the occasion. Proper style 
depends on age and wealth of wearer. 
Importance of reasonably correct styles. 
“Shoes Mark the Man.” Spats. No 
such thing as one “all around” style. 

Difference in fitting qualities and style 
appeal of pumps, straps, ties. Advan- 
tages of each. Difference in vamp 
lengths. High heeled shoes look shorter. 
Both high and low heels have a place. 

Present style tendencies for evening, 
daytime, sport, spectator, house. 

Style changes in 25 years. Disap- 
pearance of high shoes, felt shoes, con- 
gress gaiters, button shoes, straights, 
wax calf, enameled leathers, patent 
tips, serge buckskins, needle toes, high 
toes. 

History of ancient shoes. 
Fashion trends for coming months. 
Place of shoes in fashion picture. 
Special shoes for special uses. 
Importance of proper fitting. 

Shoe styles for boys and girls. 









MERCHANDISING 


Sample room procedure, detailing an 
order, checking a shipment, marking 
shoes, stock keeping, taking sizes, in- 
stock and make up styles. The cost of 
style. 

Size problem, style problem, turnover, 
price lines. 

Stock records, budgeting, mark-up, 
mark-down, accounting, storekeeping, 
organization, expenses, expense budg- 
ets, percentages. 

Invoices, discounts, anticipation, bank 
loans, credit rating, ready cash, fac- 
tory charge backs, extending credit, 
collections. 

Main expenses are payroll, rent, ad- 
vertising, interest, taxes, insurance, heat, 
light, supplies, fixture depreciation, bad 
debts, miscellaneous. 

Advertising—budget, copy, cuts, 
style. Newspaper, mail, billboard, street 
car, radio, electric, signs, novelties, win- 
dows. 

Clearance sales, broken sizes, chang- 
ing seasons, bad guesses, job lots, spe- 
cial purchases, bad patterns. 

Selling, salaries, commissions, P.M.’s, 
contests, bonus. 

The young man’s opportunity. Sal- 
ary depends on amount of supervision 
he does not require. 

The making of a business man. Sales- 
manship. 








SHOEMAKING 


Difference between welt, turn, Mc- 
Kay, stitchdown, Littleway, compo. 

Cutting, fitting, lasting, inseaming, 
bottoming, trimming, heeling, finishing, 
inspecting, packing, shipping, billing, 
collecting. Possible difference in grades 
at each operation. U. S. M. C. method 
of leasing machinery. Piece work. 
Unions. 

Lasts, patterns, racks, special orders. 
Cost and extent of a set of lasts and 
patterns. Last making. Pattern de- 
signing. 

Styling, making, and pricing of sam- 
ples. Selling through traveling men. 

Why shoes sometimes squeak. To- 
day’s shoes better made than formerly. 





HOSIERY 


Service, semi-service, chiffon, mesh, 
sport. 

Ingrain, crepe, grenadine, tram. Full 
fashioned, seamless, outsize. 

How to put on, washing, proper size, 
run mending, shades, care of. 

Advantages of buying three pairs 
alike. Economical price. 
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MATERIALS 


Sources, 


imported, tan- 
ning, comparative values, and peculiar 


percentage 


characteristics of: .Kid, calf, side 
leather, patent, cordovan, cabaretta, 
suede, buck, reptiles, kangaroo, elk, pig. 

Stamped imitations, woven vamps, 
satin, dyeing satin, silver cloth. Sole 
leather, insoles, crepe soles, rubber, 
ivory soles. 

Hides, sides, bends, blocks, bellies, 
shoulders. Hides—salt and dry, packer 
and country, grading and sorting. 

Heels—wood, leather, pancake, com- 
position, white leather. 








CARE OF SHOES AND FEET 


Advantages of changing shoes often. 
Prompt care of corns, heel, blisters, 


arches, preventing infection. Wet feet, 
sweaty feet, foot powder. Value of 
chiropodist or physician. 

Slippers for home wear, not dis- 


carded, run over street shoes. 
Are tennis shoes hard on feet? 








MISCELLANEOUS 


The store’s name is the customer’s 
protection. Stick to one store, one 
salesman. Regular clerk learns your 
needs, peculiarities, purse. Whatever 
you buy, you get more for your money 
and better service if you act friendly 
toward the salesman. 

Shoe fitting as a profession. 

Comparative prices of children’s and 
adults’ shoes. 

Schoolgirl wearing $15.00 shoes, even 
if she can afford them, among compan- 
ions wearing $4.00 shoes, is not show- 
ing good taste. 

In shoes, as in other things, usually 
middle prices, neither highest nor low- 
est, are most economical. 

What makes higher priced shoes bet- 
ter? Selected stock (fewer pairs made 
from same quantity leather). Slower 
lasting takes stretch out of leather, 
hold shape better. Smoother inside. 
More carefully drafted patterns and 
lasts make more accurate fitting. Wider 
range of widths available. Rubber- 
stamp widths on some cheap shoes. 
Smooth seams. Counters and box toes 
conform better. Shoe molded to last 
better. Heels pitched more accurate- 
ly. Conform to foot more readily. Hold 
color better. Artistic appearance of 
better shoe is easily visible but hard to 
describe. Shoe value is partly exposed, 
partly hidden. 

Posture. 
















MADE BY THE LEATHER WEAVERS OF DERRY 


IN STOCK 


The Season's 


No. 393—Special White Calf, LOU LYND 
Pump, White Weaving in Vamp, 
1 row White Weaving on Quarter. S I YLE 
A, 5/7; B, 4/8; C, 3/8; 
16/8 Full Louis Heel...... $2.85 




















M' D-SUMMER footwear, woven 
in America, by the swift, 
skillful fingers of the experts of 
Derry; made and finished by real 
No, 392—Special White Calf, EM LYND shoe craftsmen—to help you se- 
1 Strap Cen. Bkl. Black and White ? 
Woven Vamp, 1 row Black Weaving on cure extra summer profits! 


Quarter. B, 5/7; C, 3/8; 
15/8 pe ly = $2.75 













Styled smartly; made honorably ; 
In-Stock for immediate shipment 







This sock-lining stamp appears in Hi Free! 
each pair of these shoes. a One of these 
4 hand - woven 
streamer 























! wil Weavnetting Bl vamps sent 

No. 391—Special White Calf, CLARA LYND iva ; 
3 Eye Guhes, Wiies Woven Vamp, MECHANICAL METHOD and FORMATION 14! FREE W I t h 
1 row White Weaving on Quarter. LICENSED UNDER if our initial 5- 

4 ML un OM 69 95 U. S. LETTERS PATENT ey coe ced 
NOS, 1,772,340, AUGUST 5, 1930 fm =6case = Order. 












AND 1,806,673, MAY 26, 1931 y= «Use it in your 
window dis- 


play! 









DANIELS & TAYLOR 


A DIVISION OF 
THE WOODBURY SHOE MFG. CO. 







Ci 
" GUNNA NDONUGNE i 
Sag 100000008HE 


wu) = The LEATHER WEAVERS of 


No. 390—Special White Calf, CLARA LYND DERRY, N. H. 
3 Eye Oxford, Black and White Woven 

Vamp, 1 row Black Weaving on Quarter. 

A, 5/7; B, 4/7; C, 3/8; 

16/8 Full Louis Heel $2.85 
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Boston Invites Shoe Buyers 


Mayor Curley and Chief Executives of 

Other New England Shoe Centers Issue 

Official Invitations to Attend Annual 
Shoe and Leather Fair 


iaaen—Letiers from shoe buyers 
throughout the country requesting hotel reservations 
in connection with the 1931 Boston Shoe and Leather 
Fair at Hotel Statler, July 7, 8 and 9, are coming in, 
and Canada has the distinction of sending the first 
request from a long distance. This application came 
from John D. Dower, wholesale shoe dealer of 
Edmonton, Alberta, and Mr. Dower is the first of 
the expected large delegation of Canadian buyers who 
always plan to be in Boston at the time of the mid- 
summer Fair. An especially representative group of 
retailers and manufacturers from Quebec and the 
Maritime Provinces is expected this year. 

Not since the Boston Shoe Fair was first estab- 
lished has there been such a concerted effort to reach 
the shoe buyers with cordial invitations as this year. 
Mayor James M. Curley of Boston, always alert to 
the commercial and industrial interests of New 
England, is cooperating with the Fair management 
by issuing to the shoe buyers of the country an 
official invitation. 


ihe mayors of a number of 
other New England shoe manufacturing cities also are 
issuing invitations to the expected visitors, so that all 
New England may be said to have joined together 
this year in notifying the outside shoe and leather 
trade that the traditional latch-string is hanging out 
for them. 

In this connection it is of special interest to know 
that the celebrated “Bossy” Gillis, mayor of New- 
buryport, Mass., will have an exhibit at the Fair 
through the local shoe manufacturing company, The 
Gillis Shoe Company, in which he recently has bought 
a controlling interest. 

The important Registration Committee, whose duty 
it is to register all visitors to the Fair and see that they 
are properly introduced to the Hospitality Commit- 
tee, will again be headed by Thomas A. Delany, sec- 
retary of the National Shoe Travelers’ Association, 
as chairman. Mr. Delany has rendered efficient ser- 
vice in this capacity practically every year since the 
Fair was established. 

The other members of the committee are as follows: 
William Noll, secretary of the Boston Shoe Trav- 
elers’ Association; Harris M. Barnes, P. J. Barry, 








CITY OF BOSTON 
OFFICE OF THE MAYOR 
CITY HALL 
May 7, 193] 


Mr. Thomas F. Anderson, 

New England Shoe and Leather Association, 
166 Essex Street, 

Boston, Mass. 


Dear Mr. Anderson: 

It gives me, as Mayor of the world’s outstandiing shoe and 
leather city, great pleasure to invite everyone interested in 
this great industry to attend the Twelfth Annual Boston Shoe 
and Leather Fair, conducted under official trade association 
auspices, to be held in the Hotel Statler, July 7, 8 and 9, 1931. 


| have watched with deep interest the progress of this 
enterprise, and am satisfied that it is a thoroughly representa- 
tive annual exposition of the best products of our more than 
five hundred New England shoe factories, and of our many 
collateral industries. It is highly gratifying to realize that 
New England maintains from year to year its leadinig position 
in the American shoe industry, and that it still produces one- 
third of the footwear of the country, all of it bearing evi- 
dence of the skilled workmanship and progressive methods 
for which Massachusetts and New England have ever been 
famous. 


To the many thousands of retail and wholesale shoe mer- 
chants of the United States in particular, the City of Boston 
officially extends a warm welcome. To say anything about 
the recreational attractions of New England would be almost 
superfluous. Suffice it to say that Boston is also the gateway 
to New England’s incomparable vacation playground of sea- 
shore, lake and mountain; and we are sure that if our visitors 
remain with us long enough to enjoy our recreational delights, 
they will store up very pleasant memories for years to come. 


The welcome which we extend cannot be surpassed for 
warmth and sincerity. We shall do everything we can for 
the visitors to make them feel that Boston is their home. 

Sincerely, 
(Signed) JAMES M. CURLEY 
Mayor 




















D. R. Carr, Jere A. Crowley, Trnest T. Fogg, George 
W. Foster, A. P. Guild, John W. Higgins, L. A. 
Hunt, Charles E. Joss, H. W. LeFavor, Harry P. 
Lynch, E. S. Murray, H. P. McNulty, W. M. Oak- 
man, C. O. Quimby, John W. Whittemore and John 
F. Sullivan. 

All of the New England shoe centers will cooperate 
in the plans for entertainment of the visitors during 
their stay and all branches of the industry will unite 
in extending hospitality that will make the occasion 
one long to be remembered. 
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Star Brand Quality has 


never been shifted to 
meet a condition” 


—«—+ Star Reveries —1-1— 
every Sunday nite at 9:45 
E. S. T., Columbia Network 
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* In good times and bad, the energies of 
this institution have been spent along 
the lines of making good shoes better. 
Our quality is a sacred thing to us. Im- 
proving it is an obligation that we owe 
to thousands of customers and millions 
of consumers. The name “Star Brand” 
on a shoe signalizes a known value. 








ROBERTS. JOHNSON §& RAND 


“*% of international Sho 


St. Louis, Mo. 





THESE SOFT, 
FLEXIBLE BOX TOES 


HERE’S no compelling reason: why 

pointed toes should have rigid, unyield- 
ing boxes—and there are good reasons why 
they shouldn’t. In narrow toes the foot is 
more constricted. Comfort is of paramount 
importance. Armstrong’s Cork Box Toes have 
the limber flexibility that guarantees com- 
fort to the wearer. No pinching, no chafing, 
not a minute of “breaking in.” 


What about shape? They take care of that, 
too. Armstrong’s Cork Box Toes hold up the 
lines of all types of toes in sport or dress shoes. 
When you press with your thumb where tip 
meets vamp, the toe yields, but the forepart and 
sidewall stay firm. The instant pressure is re- 


Attanta + Boston + Cxaicaco -: CINCINNATI 





THAT HOLD 
THEIR SHAPE 


leased the toe springs back to shape. These box 
toes retain their shape for the life of the shoe. 

Specify Armstrong’s Cork Box Toes next 
time you buy. For a list of manufacturers 
now using Armstrong’s Cork 
Box Toes in their shoes, write 
Armstrong Cork Company, 933 
Arch Street, Lancaster, Penna. Product 


Ask for 


ARMSTRONGS 
CORK BOX TOES 


Derroir - New YorK <: £PaILADELPHIA -: St. Lovis 


Armstrong’ 


Boot AND SHOE RECORDER 
28 combining THmp SHOE RETAILER, May 30, 1931 












Summer Profit 


Tricky Patterns and Gay Colors 
to Catch the Eye and Speed Selling 


By MADAME HAMILTON JEFFRIES 
Fashion Editor 


Novelties—odd, unusual and spectacular, 
promise to play an important part in summer footwear. 

The desire for color, tricky patterns and new ideas in pattern 
foundation have stimulated the shoe and rubber industries to 
produce types of merchandise that are new, practical and com- 
fortable. 

The clogs, mules and shoes for beach wear, which were so 
attractive last season, are obsolete and colorless. An entirely new 
thought is now expressed. At last we have found the uses of 
color and the disposition to use color in reasonable and salable 
merchandise. Experiments proved that the sole for a comfort- 
able beach shoe or even the regulation mule should have breadth 
through the shank line and a swing of the forepart to accom- 
modate the toes with ease. 

Placement of strappings should also be carefully detailed to 
avoid an ugly curling of the toe, especially on the braided thong 
line which terminates in the center vamp. There is also the long 
quarter pump type which swings in to an open toe and vamp 
line for dinner and dancing. This shoe is also very trying 
except for the perfect foot. 

The possibilities of combinations and tri-color effects is 
accomplished in brilliant duck fabrics and odd weaves. The 
uses of red and yellow on somber colors, such as dark blue, 
expresses the new urge for pigment colorings and dull tones. 
There is money to be made in this quick selling merchandise if 
the promotion and sales appeal is properly staged. 

Indifference on the part of a great many shoe stores has, in 
the past, permitted a large proportion of the business on summer 
footwear of the general classification described above to gravi- 
tate to the department store, which has been far more alert in 
sensing the possibilities for a quick profit in this sort of 
merchandise. 

Some shoe stores did very well with bench clogs and sandals 
last summer and doubtless more will be tempted to try them this 
year. It is important to remember that sales of such footwear 
are made largely to casual customers; that is, to shoppers whose 
fancy is caught by the bright colors and novel patterns and who 
are prompted to buy the shoes by seeing them rather than by any 
definite need. 

Under such circumstances it becomes specially necessary to 
feature and display the merchandise prominently, to call atten- 
tion to it through bright, catchy newspaper advertising and to 
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Novelties 










New type of clog featuring a thick layer of covered 
felt as a cushion base. White kid with red and blue 
bandings from the vamp detail and back strap. 


le. er @ 











Awning stripe canvas beach shoe which is rapidly 

supplanting the beach types of former years. This 

shoe is lined with composition water and heat re- 
sisting material. 





New type of mule suitable for many occasions. This 
mule is fashioned in yellow kid with toe confiner of 
yellow and green cotton fabric. 


give it a conspicuous place in summer 
window displays. When this is done, 


novelties of this sort can be made to pro- 
duce extra profits that are decidedly 
worth while, besides bringing into the 
store may people who become potential 
customers for other footwear. 





































9 
MOORE SQUE 
Qol 
MODE BEIGE 


QO2 
PRADO BROWN 


Q05 
NEW ADMIRALTY BLUE 
QOG 
LEAF BROWN 


. QO7 
PADDOCK GREEN 
908 
SPANISH BROWN 
Oil 
CINNEBAR 
O15 
eee | diblin 


9 
COCOA 
918 
CHOCOLATE BROWN 


O19 
MARCASITE 














FALL REQUIRES 
BEAUTY IN FOOTWEAR 


Fancy Willow Strikes a New Note in the Bird-like 


Beauty and Loveliness of its Colorful Selections 


AMERICAN HIDE ano LEATHER COMPANY 
$t. Lours Besson. Bass. CINCINNATI 


AMERICAN HIDE anv LEATHER COMPANY, inc. AMERICAN HIDE anv LEATHER COMPANY, Lt 
New YorRK N.Y. NORTHAMPTON ano LEICESTER, ENGLAND 


AMERICAN HIDE ano LEATHER COMPANY, S.A. 
Paris. FRANCE 


CALF ano SIDE UPPER LEATHER TANNERIES DOLLIVER ano BRO., SAN FRANCISCO 
LOWELL ~ BALLSTQN-SDA AGENTS For THE PACIFIC COAST ano ORIENT 
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10 O O extra pairs 


rushed from our Stock Dept. 


ey 


LOB LASY COM 


ee 

HIs unlined, ventilated 
Teele was adver- 
tised in Collier’s several 
weeks ago. So great was the 
demand from the public 
that Walk-Over dealers be- 
gan sending their reorders 
marked ‘‘Rush.”’ 

Our In-Stock Dept., as 
usual, had anticipated this. 
One thousand extra pair or- 
ders were filled promptly. 
This is the sort of supply 
and demand teamwork be- 
tween Walk-Over depart- 
ments of design, advertising 
and stock that makes it pay 
to be a Walk-Over dealer. 


@ In-Stock No. 4972. Two 
tones of brown Elko. To retail 
at $7. Immediate deliveries 
from Campello and St. Louis. 





Geo. E. Keith Company, Campello, Brockton, Mass. 
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Cordovan for That Extra Pair 


Manufacturers and Retail Buyers Experiment with Style 
Idea in Which They Sense Sales Possibilities for Fall and 
Winter 


vVvvv 


Dising the “ironing out” process in 
the men’s divi§ion at the Joint Styles Conference, one speaker 
made an unchallenged statement to the effect that when the ox- 
blood shades of leather were being given prominence the men’s 
business was in its prime. At this period, men were buying and 
owning more pairs of shoes. 

Coincidentally several manufacturers whose product retails 
from $10 to $15.50 are feeling out their trade in the matter of 
oxblood cordovans for fall. Their advance sales indicate an 


interest on the part of the retail trade. No one is buying large 
quantities, but many 24 and 36 pair lot orders are coming through. 

It is pointed out that a distinct improvement in the tannage of 
cordovan has recently been made. The leather is softer, more 
pliable, so that when properly fitted the old complaint of its 


‘biting’ the foot will not arise. Present-day lasts fit much better. 
too. All in all, it is felt that the consumer may feel reasonably 
certain that he may expect comfort in cordovans. 

One buyer who has bought three numbers outlined this sales 
talk that he is to give his organization when the shoes he has 
bought go in stock. For obvious reasons, he did not care to have 
his name quoted. 

“As far as wearing qualities and looks are concerned, there 
never was a leather equal to cordovan. It is easy to clean. It will 
hold its shape. Furthermore, it will take and retain a brilliant 
polish. Put a shoe of this material on a man’s foot and he has 
something different. This ‘something’ will appeal to him.” 

A check-up of the advanced orders already placed shows that 
90 per cent of the cordovans are the oxblood color and 10 per 
cent black. Practically all are made with heavy, single soles and. 
with the exception of those carrying plain toes, will have the 
semi-soft box toes. 

Retail prices wiJl be from $10.00 to $15.50, with a heavy con- 
centration at the $10.00 and $12.50 prices. It must be understood 
that these shoes are thought of solely from an extra-pair sale 
viewpoint. 

The Number One seller is picked to be a straight tip with heavy 
stitching, pinked vamp and tip, leather heel on a conservative 
custom last. 

Next is a wing tip, considerably pinked and punched, for the 
younger trade. 

Third comes the old reliable plain toe, modernized and looking 
like a fine, extra proposition. Trailing along are a variety of 
numbers with saddles, etc. 
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CORDOVAN TYPES 
in order of sales 
possibilities 


\ as > 
Qe ae 


3. Plain Toe, Creased Vamp 











Men’s shoe business stands in 
need of the sort of sales appeal 
that can only be injected through 
the development of novelty styles 
and types of shoes. In men’s shoes, 
novelties must always be practical 
and suited to the requirements of 
the season. Ingenuity in the crea- 
tion of types of this character can 
stimulate sales. 





FOR SIXTEEN YEARS ALLIED 
IN SERVICE TO THE PUBLIC 


486 — One-Strap Cutout 
Sandal, 12/8 heel, > 


= oe Plain Toe 

1 aeendal, 12/8 heel ini- 
Cc, D, B, at 

A Cc, D, 
E, at St, Louis. 


en ne ene i ene ee 


heel, instock, 

B, C, D, E, at 
Auburn, AA, A, B, 
Cc, D, at St. Louis. 


il aaa 7 hee Eyelet Tie, 


Oeec itanlas Vamp 
e Qtr. Stock Tip 


Oatord, 10/8 heel, B. 
Cc. D, at Au- 
burn and St. Louis. 


| 
H 


182 — Five Eyelet Tie, 
/$ heel, instock, A. 

E, at Au- 

a» 

at St. 


Standardize on 


Cvans Brand 
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Constant Com forl Shoes 
Fgh 


ie rset isn otha hee een na HM 


Feo 16 years CONSTANT COMFORT shoes have been sold with 
progressive success because they have followed a policy that 
“nothing succeeds like repeated quality.” 


This long period of sustained upward progress has taught their makers, 
Ault-Williamson Shoe Company, that “during the summer months is 
pot the best selling periods in the year for CONSTANT COM- 


And that “retailers who have properly prepared themselves for the 
sales opportunities of this season have had good business during the 
summer.” 

Ault-Williamson Shoe Company have for the past 16 years standard- 
ized on RUBY KID and frankly state that it has consistently given 
them the best possible service in upholding the “CONSTANT COM- 
FORT” quality standards. 

They inform us that in anticipation of their usual large summer 
months’ demand for CONSTANT COMFORT shoes they are stocking 
more than 90 styles in a very broad selection of sizes and widths. Of 
these we are showing on the page opposite . . . . “CONSTANT 
COMFORT” styles made of RUBY KID. 


JOHN R. EVANS & CO. 


a, CAMDEN , NEW JERSEY 
Se 


| 
i 
| 
i 
i 
i 
j 
i 


Cincinnati Milwaukee Boston 
Philadelphia St. Louis Rochester 
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BU SHWE SS UUTLOOR 


FOR WHE 


MONTH OF JUNE 
CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


HIRTY-FOUR ECONOMIC ExX- 
f Bprwatanwae si. OF BUSINESS 

PAPERS PUBLISHED BY THE 
United Business Publishers, Inc. 
—HERE PRESENT A COMBINED 
OPINION ABOUT THE COURSE OF 
BUSINESS DURING THE MONTH 
OF JUNE. GOVERNMENT AND 
OTHER RECORDS PROVIDE YOU WITH 


make adjustments, the consequences of 
which process must later be accepted with 
the best grace possible. 

Seasonal swings were neither of the 
stature nor vigor anticipated at the begin- 
ning of the year. Notable are the excep- 
tions, for every drop of optimism possible 
has been wrung out of them, but by and 
large we begin to realize that any compari- 
son with previous performance yields but 
little lasting consolation until after a de- 
cided turn for the better has been registered. 

When will this turn come? Not concur- 
rently, surely. Many lines are still proving 
that they are out of adjustment and sub- 
ject to further liquidation. Others have 
found bed rock, and will slowly emerge. 


SSEMBLIES of business men, both na- 
tional and international, have met and 
adjourned with little accomplished other 
than putting business on its honor to im- 
prove. A well-known engineer once said: 
“When you can reduce a problem to simple 
csnenan deanna: sade terms, that problem is a long way on the 
BOARD OF EXPERTS DEALS ONLY road to solution.” Apparently our interna- 
WITH THE FUTURE, ITS OPINIONS tional economic distress defies terse, simple 
oS SAND On COM COnretT description, and no clear, concise formula 
WITH THE MORE THAN 400,000 ° A A ° ; 
eeaeets aunamee <i 60 can be written that will give immediate 
PUBLICATIONS IN FAR - FLUNG absolution from our economic sins. 
FIELDS OF RETAILING AND INDUS- Responsibility is now delegated to the in- 
nie dividual, and leadership suffers in conse- 
quence. The natural tendency in such cases 
is for each man to fortify his position, dig 
himself in, and wait for natural laws to 


THE COURSE OF BUSINESS FORECAST FOR JUNE 





COLLECTIONS COMMENTS 


BUSINESS 


SALES 


RETAIL STOCKS 





Should show decided im- 
provement over May, but 
about 5% behind last 
June. 


Retail stocks being re- 
duced to a stable basis. 
Lower and in better con- 
dition than June, 1930. 


Collections steady, with 
erent over June, 


The peak of the season 
at retail comes in June. 
Manufacturing tapering 
off. Tanners’ inventories 
very low. 











AUTOMOTIVE 


Passenger cars about 
14% below May and 8% 
below June, 1930. Trucks 
10% to 12%, less than 
May, and slightly below 
June, 1930. 


Both passenger car and 
truck stocks larger than 
May, but lower than 
June, 1930. 


Both lines about the 
same as in May. Trucks 
about the same as June, 
1930, passenger cars 
slower. 


Estimated poneenees ca 
sales for June, 5,000; 
trucks, 33,000. Estimate 
for first half, 1,300,000 
and 185,000 respectively. 











DEPARTMENT 
STORES 


Should show a 7% gain 
over May, which is less 
than normal and about 
8% less than June, 1930. 


About the same as May, 
and 10% to 12% less than 
June, 1930. 


Will improve _ slightly, 
but still below last year. 


Business is going to run 
“as usual’ for several 
months. 











HARDWARE 


Slightly less than May, 
but about the same as 
June, 1930, 


About 15% less than 
May, and_ considerably 
lower than June, 1930. 


Anticipated improvement 
over May, but slower 
than June, 1930 


Trade generally optimis- 
tic. Orders for Summer 
lines fair, with moderate 
volume of Fall and Win- 
ter orders for future de- 
livery being placed. 











INSURANCE 


Increase in life, possibly 
even in casualty, lower 
in fire than in May. 
Lower in life and fire, 
and probably lower in 
casualty than June, 1930. 


Better in life, no change 
in fire and casualty from 
May. Slightly better in 
life, fire and casualt 
slower than June, 1930. 


National drive for life 
insurance in May ex- 
pected to carry over into 
June and even July. 











JEWELRY 





Ahead of May, but about 
the same or slightly less 
than June, 1930. 


Same as May generally, 
and slightly less in some 
sections and lower than 
June, 1 


Same or better with reg- 
ular jewelers, same or 
poorer with credit jewel- 
ers than in May. Com- 
parisons with June, 1930 
vary widely in different 
sections. 


June, ordinarily the sec 
ond largest month at re- 
tail, should exceed Ma 
in total sales, but will 
generall fall short of 
June, 1930. 








MACHINERY 
METAL 
PRODUCTS 
METALS 


Outlook for remainder of 
second quarter for steel 
tonnage or prices not 
promising. Non-ferrous 
rice quotations lowest 
n 30 or more years with 
no hope of improvement 
apparent. 


Machine tools and other 
equipment lines seriously 
affected by marked dull- 
ness in business gener- 
ally, with little or no ex- 
pectation of improvement 
until fundamental condi- 
tions are on sounder 
basis. 


Precedent favors the 
ossibility of an upturn 
n steel demand by Aug. 
or Sept. Price deflation 
has been severe, sheet 
prices being lowest since 
1915, finished steel com- 
osite gece lowest since 
ay, 1922. 











PLUMBING 
AND 
HEATING 





Sales weakening. Will be 
below May, and consider- 
ably under June, 1930. 





7; 
“With sagging prices in 


the metal markets stocks 
are at lowest point in 
years, with little evi- 
dence of immediate im- 
provement. 





4 Fair to good. 


Fa 





Indications in the plumb- 
ing and heating indus- 
tries point to a quiet 
Summer. 
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An Open Letter 


To Our Contemporaries 


In the Shoe Fabric Business 


Gentlemen: 


We, in the shoe fabric business, are at this time enjoying a 
popularity which we should make every possible effort to retain. 
Never will the time be more favorable than right now for making 
fabrics permanently popular, but unless we can educate the shoe 
manufacturer that quality, not price, is the true measure of 
economy, we shall soon lose everything we have gained. 


Unfortunately, few manufacturers are familiar with the tech- 
nical construction of fabrics. On the surface, most materials 
appear alike to the uninitiated eye. Nothing is more injurious 
to our interest than the offering of fabrics never intended for 
use in shoes . . . merchandise that has been constructed with 
no regard for quality and sold with price as the big ‘“‘come-on.”” 
This dangerous practice, if permitted to continue, will eventually 
destroy the present popularity for fabrics. 


“DEAUVILLE,” as in the past, dedicates its policy towards 
QUALITY. We promise that any fabric which we sponsor will 
be constructed of the very best yarns, and woven by the very 
finest mills which maintain only the highest standards. We will 
never knowingly sell a customer a single yard of material until 
it has been thoroughly tested and analyzed for its adaptability 
to shoe construction. 


For the common good we ask our contemporaries to follow this 
platform. Let us all attempt to recognize the problems entering 
into shoe construction, and to appreciate the manufacturers’ 
needs. Let us remember that the small difference in cost be- 
tween quality merchandise and inferior products is not very 
great and does not vitally affect the cost of making shoes. And 
by all means, LET US NOT FOLLOW THE LINE OF LEAST 
RESISTANCE AND FEATURE ONLY PRICE. 


Quality merchandise at a fair price can, and will, make fabrics 
permanently popular. 


Loe Mont 


President 


Deauville Import Corp. 
38 West 32nd Street, New York 
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New Patterns and Many Colors 


Fifth Avenue Shops Reveal an Amazing Variety 
of New Shoe Styles at Openin g of Summer Season 


Shoe windows on 
Fifth Avenue are all dressed 
up for the summer season. 
Smart new patterns, old 
combinations and new heel 
detail are employed to ex- 
press many new shoe ideas. 

I. Miller is showing open 
shank T-strap models in 
jewel tone suedes. Straw- 
berry mousse, pink, pale 
blue, yellow and buff are 
among the tints. The half 
circle quarter lines, trimmed 
and finished in lustre with 
kid linings to match form a 
new note that is distinctly 
pleasing. 

The opposite window is in rich brown kid and calf, 
brown patent with bag to match, with the daintiest of 
checked brown and white lining in shoe and bag. 
This is entirely new and very smart. Large oval 
shaped pig and morocco bags have flaps of red or 
brown patent. These bags are very smart for sports. 

Frank Brothers are showing shoes of black patent 
with white detail in a wavy stitched line for tips. 
This is a smart fall theme. They also show white 
ooze with deep brown quarter in a two eyelet effect 
and a smart blue calf with quarter detail in a stippled 
fan effect. These quarter details are more popular 
than heretofore and will go into fall and winter types. 

A. S. Beck is showing white suede and buck with 
the cross trimming on the vamp line in black calf 
and kid. The brown and white combination is also 
exploited with some seasand and light summer pinks. 
Black patent is also shown in pumps. 

Footsaver Shoe Store is showing some smart sports 
numbers in arch types. One two eyelet over the in- 
step tie was most advanced in spirit of design. A two- 
toned centre strap with neat two-toned bow was shown 
in two shades of light kidskin. Natural linens with 
light kid trims were featured. 

Bergdorf-Goodman sponsor green calf in sports 
type with lizard in beige tone trim. A cross line pat- 
tern is used as a toe cap. Also a dull black colonial 
tongue, one eyelet oxford tied with grosgrain, which 
is an advanced theme. A sea sand pump with a suede 
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The season’s vogue of buckles, ornaments and accessories is 
reflected in this attractive window display by Bonwit-Teller. 


tip of the same shading fea- 
tured a catchy pattern. Also 
the square toed last in a 
dark blue kidskin. Natural 
linen with Russia calf trim 
in bandings and perfora- 
tions and a most unusual 
brown kid pump with a 
wedge shaped throat line 
featured an 18/8 heel. 

Andrew Geller featured 
two interesting windows. 
One showed the open mesh 
base with black patent tips 
and brogue effects. The 
meshes are very coarse, with 
a slight design and pattern. 
Some black patent is shown 
with beige scallops on the top line, also an unusual 
brown patent sandal T-strap effect. White, pink and 
colored morocco is shown in banded sandal types, 
also white suede sports types with rich brown trims. 

Walk-Over showed a quantity of new types in both 
windows. A tiered arrangement allows a multitude 
of patterns without confusion to the onlooker. Some 
thirty shoes were in the right window and twenty-five 
in the left. White morocco unlined and completely 
perforated was most attractive. A beige buck square 
tipped pump with Russian calf Mooresque trim was 
an interesting number. A mottled linen, some black 
calf and kid walking shoes in tailored town types and 
a few deep blues added variety. A white moccasin 
with red calf was an excellent sturdy type. Medium 
heels were featured. 

Hanan featured fabric pongee and linens with or 
without small blue and red buds, also the white satin 
pump suitable for weddings with side or centre front 
cut outs in floral eyelet clusters. Brown kid, dark 
brown patent and white bow and detail made an in- 
teresting window. 

Shoecraft display a black and white shell em- 
broidery in bag and shoe. White buck with brown 
tips, a smart porthole one strap with lustre as a rim- 
mer for the large perforations, also a white moccasin 
with alligator inlay on throat line. A new sports shoe 
of white suede, with black calf trim and saddle strap 
[TURN TO PAGE 64, PLEASE] 
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There is no line 
as good as Keds 
if you think of: 


1. Quality. 
2. Popularity. | 
3. What Keds are doing to help you. 


Consider the Keds sales program: 


1. Keds advertising in the comic sheets. What 
youngster can resist the “funnies”! A forceful campaign, nationwide in scope, brings millions of 
Keds messages to the users of Keds and their parents! 

: ; 2. Keds advertising in boys’ and girls’ publica- 
tions—intensive development of this rich Keds market—Keds advertising in the youngsters’ own 
magazines! 

; 3. Keds Radio — dealers everywhere have 
asked for it. Here it is! Keds are on the air! The Keds music, the Keds fun and the Keds story 
to attract tremendous attention—and sell Keds for you. 

4. Keds Saturday Evening Post advertising— 
Once more the strong selling messages of Keds will impress the millions of readers of this great 
weekly. 

; 5. Keds Wire Haired Fox Terrier Contest— 
The Keds Dog Contest is with us again for 1931, bigger and more popular than ever before. Dealers 
everywhere will profit by this nationwide prize contest for youngsters. 

6. Keds Local Contests—Three of them, big- 
ger, better, more interesting. Your own Keds Contest in your own store. Each one of them tried, 
tested proven sales and profit builders. 

: %. Keds Window Displays—The Keds “Gang” 
display and the Keds DeLuxe display are back in the Keds Sales program again. Countless dealers 
have asked for them! Need we say more! 

8. Keds dealer Helps :— the best we have ever 
produced—The Keds Handbook of Sports and Gaffies; the Keds sales booklet “Your Five Ways to 


Sell”; the Keds eleciro and mat service; known, appreciated, used by dealers everywhere. 


9. Keds souvenirs—plenty of them, simple, 
easy to handle, effective, and they all sell Keds. 


10. The exceptional service facilities and re- 
sources of the 


ee 
United States Uy Rubber Company 


we; 





THERE IS NO SUBSTITUTE FOR KEDS IF YOU ARE THINKING IN TERMS OF PROFITS 
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NATURAL BRIDGE 
SHOES FOR 
MEN and WOMEN 
Retail from 


“> a 





FOR CHILDREN 























READ THESE 


BRIEF FACTS 
About the 


NEW 
NATURAL BRIDGE 
ADVERTISING 
PROGRAM 


* 


Unique radio advertising 
through fifteen strategically 
located stations completely 
blanketing the United States 
east of the Rockies. 


* 


Newspaper announcements 
preceding program features. 


* 


Arrangements for dealers to 
participate in radio programs. 


* 


Free mats of a complete 
series of newspaper 
advertisements. 


* 


Amplified supply of display 
materials to link agencies 
with national advertising 

programs. 


* 


Direct mail series for use of 
the agency. 


* 


A unique contest idea in con- 
junction with radio programs 
giving special identification to 
Natural Bridge Footwear. 


* 


Free merchandising and ad- 
vertising counsel of the high- 
est order for Natural Bridge 

oa Agencies. 


* 


Natural Bridge Shoes 
are 
Good to the foot 
Good to the eye, and 
Good to the pocketbook 
and 
Natural Bridge Shoemakers 
are 


Good to their Agencies. 
* 


The full program will be ex- 
plained by a Natural Bridge 
representative on request. 
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These Radio Stations 
will broadeast the 
Natural Bridge 
Feature 
Programs 
Cincinnati ............... WLW 
New York City ............ WOR 
NM. cc ccc se oe cesuelel KSTP 
Pittsburgh .............. WCAE 
Philadelphia ............. WCAU 
EN. 5 Bo otcciisecekon ocd WSB 
SE PS Se ches WTIC 
I oiore cicinasin ce selec WBBM 
Oklahoma City ............ WKY 
MEINE goss va oie ob v0 0:0 wltne ww) 
Kansas City ............. WDAF 
Mo hing cicks cee ea WFAA 
ee ee re KWK 
Cleveland ................ WHK 
DE rere iss ea ae cooeee WIiOD 






























































The new NATURAL BRIDGE 
FEATURE BROADCAST 


blankets the entire United States east of the Rockies with in- 
tensive day and night programs of new and appealing interest. 































This map illustrates relative purchasing power and clearly indicates 
the complete and intensive radio coverage which will add immeasur- 
ably to the already well established acceptance and demand for Natural 
Bridge Shoes at $3.00 to $6.00. 


Greater sales and greater profits for Natural Bridge Agencies are in 
the making. 


The radio program, starting in September, is unique and will be a 
pleasing surprise to the radio public. Every program will be an- 
nounced in the local newspapers, thus adding to local interest and 
assisting local dealers. 


In addition to this continuous evening program several interesting 
arrangements for dealer participation are available, including elec- 
trical transcriptions without cost which will be supplied to agencies 


NATURAL BRIDGE for daytime broadcasting through local stations. 


SHOEMAKERS The Natural Bridge fall program also includes a long series of news- 


paper advertisements, mats of which are free to dealers. 





eon See sere 6 And rting this strong radio and newspaper program are gener 

nd supporti . 

LYNCHBURG,, VIRGINIA ous supplies of new display materials, direct mail matter, and free 
New England Distributors— merchandising and advertising counsel of the highest order. 

MelIntosh Co., Springfield, Mass. 


Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 





“San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office — Republic Building 







NO. 4561 NO. 4563 


White Elk with Black White Elk with Dull 
Willow Calf trim. Black Calf trim. 
AAA to D- 2% to 9 AAA to D 2% to 9 















C4 GOOD TO THE FOOT GOOD TO THE EYE 
GOOD TO THE POCKETBOOK | 
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The comfort, durability, and smart appearance 
of footwear, whether for sport or dress, depend 
largely upon the quality of the hidden parts of the 
shoe .:. . The fusing qualities of Celastic insure a 
smooth, comfortable toe, free from wrinkles. The 
smart lines of the last are faithfully reproduced 
and maintained in the toe of the finished shoe. 
Celastic Box Toes are now universally used by 


manufacturers in all price fields. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


& 





THE QUALITY BOX TOE 


a tee ee 


neater iis, 


ae et 
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Tandrite is 


a remarkable leather 
for Children’s Shoes 


Tiny feet demand soft, gentle leather . . . 
yet snug protection. Nothing meets their 
requirements better than Tandrite Calf. 


The exclusive processes used in Tandrite 
Calf produce a leather of more than usual 
softness and satiny finish. Yet it is strong 
to resist the weather and the scuffing of 
little feet. 

You will find that children’s shoes of 
Tandrite Calf make an unusually strong 
appeal to mothers. The beautiful finish 
is equally as pleasing as the soft, durable 
leather itself. 


Boot AND SHOE RECORDER 
combining THe SHOE RETAILER, May 30, 1931 








KALI-STEN-IKS SUN-RA Sandal 
by The Gilbert Shoe Co., Thiensville, 
Wis., Hubschman’s Red — Blue 
and No. 133 Brown Tandrite Calf. 


E.EHUBSCHMBN & SONS, Inc., PHILB., PB. 


Tanners of Fine Calf Leathers 



































V 
E 
R 
| 
C 
A 


see mt (Ge ( aa “ty 





Shoe Details 


Manufacturer, Retailer and Wearer 
are more conscious today than ever 
before of details. Each demands ap- 
pearance, quality and uniformity, par- 
ticularly in laces. 


Finished appearance, strength and 
beauty are assured in our shoe laces 
and due to our long years of experience 
and control of manufacture through- 
out, those elements are expected by 
our customers. They have never yet 
been disappointed in us. Today the 
manufacturer expectslowest pricescon- 
sistent with quality. Due to our control 
of manufacture from raw to finished 
product we stand prepared to meet the 
shoemaker’s needs. 


THE JOSCO FABRIC TIP 
—e small, neat tip that will 
enter any eyelet with ease. It 
hes no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 
it the proper rigidity and en- 





Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jest the lace in ordinary use. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 



































SECTION OF 
DRAWING FRAMES 
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Dvervin ULE MILLS 



























buying... 































Shoes for children 
are bought today with 
great care and hither- 
to unlooked for ap- 
preciation of value. 


Elko and Deerskin 
in Juvenile footwear 
are permanently plia- 
ble and durable—day 
in and day out tiny 
feet are kept healthy 
and comfortable. 


Parents buy shoes 
such as these. 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 


BOSTON 


* 


OTHER NORTHWESTERN 


LEATHERS 
Russide W.L. 1. 
Rugby Newtan 
Kitchener Sootan 


Smooth Sides Elk Sides 
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==MODERN 























- MAKE YOURS 
AN INVITING 
INDIVIDUAL 
SHOP 


The drawing power of a charming 
atmosphere is greater than that of a 
lower price. Shoppers the world over 
prefer to buy of—and be seen in— 
progressive, smart looking stores. It 
will pay you handsomely to make 
your shop inviting and individual. 


Hundreds of owners and managers 
have given their shops an gir of dis- 
tinction—a background of prestige, 
by equipping them with beautiful, 
distinctive, American Seating Com- 
pany fitting chairs. They will impart 
an atmosphere of exclusiveness to 
your shop—bring in more patrons— 
move more shoes from your shelves. 








H ” 
6%". 17” “and iti respectively. 


Finish: Wood Ebony Black; Metal 
Chrome. 


NO. 4297 — SHOE 
REST — Fer single 
shoe. 2” x 3”. 
5” High overall. Fin- 
ish: Walnut or 
Ebony Black; Metal 
Chrome. Price $1.75 

FOR FIXTURE 

SUGGESTIONS AND : 

GOOD IDEAS, ASK US 

TO MAIL YOU A COPY OF 

“MODERN DISPLAY” 


HUGH LYONS & COMPANY, LANSING, MICHIGAN 
“Sell By Display’’—Member National Display Equipment Asseciation 
New York: 485 Fifth Ave. 


DISPLAY 


176—3 SHELF 


NO. 4 
DISPLAYER FOR SHOES 




































at heights of 

















Chicago: 1311 M Mart . Boston: 52 Chauncy St. : 











Our designers and draftsmen will 
suggest free, an arrangement of 
seating that will not only enable 
you to serve more customers with 
greater speed, but also add 
greatly to the decorative effect. 


One of our 


Send for free newest models 

Booklet,” New —Settee 9513 

. « « distinetly 

Styles in Shop smart — eco- 

Seating” nomical, com- 
fortable 





American Seating 
Company 


Makers of Fine Seating for Schools, 
Churches and Public Auditoriums 
General Offices: 
14 East Jackson Bivd., Chicago, Ill. 


BRANCHES IN ALL PRINCIPAL CITIES 
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“—SUNRAY” 





SUNRAY sandals are the only ones built on a sport last with 
genuine leather counters, Hercules box toes, steel shanks, half 
sizes, two widths, white and white combina- 
ons that are pure white, and a variety of TO RETAIL 
colors with white polka dots. AT 
White T-Strap sandals with a touch of $2-95 
yellow and blue or red and blue on saddle 
are the best sellers in the finest shops. 


GOLD SEAL SLIPPER CO., 722 Bway., New York 
a A ee Ed 














Boot AND SHOP RECORDER 
combining THp SHog Reraiuer, May 30, 193t 

















Ghoe More Service Section | 
















. Devoted to 
DISPLAY EQUIPMENT AND SUPPLIES 
for the Retail Shoe Store 





June Promotion Pointers 


. PERKINS 


By R. G 


p lay up to the bride. A full 


size model dressed in bridal costume would add interest 
to a June window. Give the bride a complete window 
display, anticipating her various footwear needs, includ- 
ing hosiery and boudoir slippers. If you have hand bags, 
show a few of them, also. 

Beach items are good to bring customers into the store 
in June. Put in an attractive unit display of bathing 
sandals, etc. 

For men, show some tan shoes, plenty of sport shoes 
and summer weights. Tans look better and feel better 
than blacks in summer—and now is the time to sell them. 
Prepare a neat unit decoration for Flag Day. 

Now for the grads! Give them a window. An ad, 
too. And include vacation shoes for all the scholars of 
all the grades. Come in strong with whites and the 
lighter shades in sport type footwear for adults. Why 
not give small flags to the child customers this week ? 

Don’t forget to put in that decorative feature for Flag 
Day. Prepare some display material 
for an Independence Day trim. 


A travel trim would be in order late in June, when 
everyone is vacation minded. Show every kind of shoe 
that should be taken along on the trip—a unit trim of 
golf shoes, one of shoes for evening at the summering 
place; one of bathing slippers; one of camp shoes, etc. 


A WINDOW IDEA FOR SUMMER USE 


If you have a good card writer here’s a window idea 
that can be developed into a very attractive feature, par- 
ticularly for summer use. It requires a background, or 
a large card on an easel in the background, headed 


Events of the Week June 1 to 7 


Under this heading list the days of the week, with a 
brief statement of any outstanding local social or sport- 
ing events. From each of these events listed on the card 
or background run a small ribbon down to a group of 
footwear suitable for that event which is arranged in the 
foreground of the window. Little cards with each of 

these groups should contain such 
statements as “These Sports Oxfords 





Feature strongly your summer- 
weight shoes in both windows and 
ads. This is a good time to offer a 
special in hosiery. It can easily be 
made self-supporting and will help 
shoes sales considerably. 

Accessories should be given some 
display. They help to draw in trade. 
Let the public know what dressings 
should be used for the various types 
of shoes, especially those of the new 
materials with which they are not 
very familiar. Show trees, orna- 
ments and other items for the care 
and beautification of shoes. 
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Summer and the vacation 
period should provide a 
powerful impulse to push 
profits into the picture in 
the so-called sales season. 
Modern America is outdoor 
conscious and business 
should be best in the out- 
door months. Feature sum- 
mer footwear, and partic- 
ularly sport footwear so as 
to accelerate the urge to 
buy. Thereby make the 
midsummer months busy, 
profit months in shoes. 
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are just the thing for the Tennis 
Finals at the Country Club,” ete. 

A little thought devoted to a win- 
dow of this kind can make it most 
attractive, and its originality will get 
a lot of attention. Furthermore, this 
idea can be continued for several 
weeks, changing the list of events and 
the related displays each week, of 
course. Or such a window might be 
repeated at intervals during the sum- 
mer when there were enough inter- 
esting local events to make it worth 
while. If you want something dif- 
ferent for your windows try this. 
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The material and decorative treatment 
of window backs has long been recognized as a prime 
factor in the attention value of show windows, and 
merchants and display men are continually seeking 
new effects. A comparatively recent development in 
the decoration of glass by carving and etching proc- 
esses has inspired the adoption by many prominent 
retail firms of this material for window backs. In 
addition it is used for valances, panels in store fronts. 
doors, transoms and lobby ceilings. 

This modern treatment is adaptable to the remodel- 
ing of older store fronts and window backgrounds, 


The carved glass valance is notably 

practical, for it spreads and dif- 

fuses the display window illumina- 

tion and, developed as it is in the 

modern manner, is quite in step 

with today’s preference in decora- 
tion. 


48 


Carved and 
Etched. Glass 







¥ 


Interesting Development 
in Window and Store 


Front Ornamentation 


The background of this 

O’Connor & Goldberg store 

in Chicago is of heavily pol= reo eseerecces 
ished plate glass with carved 

decorative motif. The back- @ 
ground is black and the dec- 

orative motif is covered with 

silver—a strikingly beautiful 

effect being produced. 


as well as to the construction of new ones. Black, 
gold, silver and semi-translucent colors are employed 
in producing very striking effects. 

O’Connor & Goldberg recently applied this type of 
treatment to the window backs and valances of their 
Roosevelt Road store at the corner of Sawyer Ave- 
nue, Chicago. The result was remarkable. For a 
considerable distance along the street on either side 
this bright, outstanding front commands attention. 

One feature of this-type of ornamentation is that 
it diffuses the light and tends to prevent glare. When 
lights are set behind it, the effect is unique. 
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An Example of a Successful Grand Rapids Installation 
























VOLUME UP 40% «se INVENTORY DOWN 334% 


—Actual Results of Proper Store Planning 
Reported by Progressive Shoe Merchant 


Simple Plan That Works is making more money than ever before and contact have given us definite knowledge why 

i a he gives the Grand Rapids service credit for some merchants and some stores are more 
in Good Times or Bad, In- his unusual success. Upon request, we'll be successful than others. 

° glad to tell you just what money-making Any store plan we suggest is not a cut-and- 
creases Footwear Display changes were made in his store. dried formula, but is a scientific analysis to 
Value as Well as Profits Sometimes we find that to put a store on its meet your individual requirements. It would 

feet, making the right profit, extensive consider every factor essential to the success 
si ; ‘ pa . changes are necessary, such as the relocation of your store—its size, location and clientele. 
In spite of poor business conditions, we in- of an entire department. Often it means no We are ready to pass this profitable service 
‘creased our volume 40% the first year and more than the addition of one or two new long to you upon request. Just send us the 
‘decreased our stock at least 335%. pieces of the proper display equipment. It coupon below. There is no obligation what- 
““Due to your planning of our store, we are is possible, however, for any shoe merchant _goever. 
.able with our smaller stock to show a more _ to increase his volume and at the same time, 
complete line of styles and the decrease in our cut his operating costs by carrying a smaller 
.stock has reduced our mark-downs consider- inventory—if the rearrangement made is 
ably.” based on scientific knowledge. 
In those exact words, a shoe merchant in a The Store Planning Division of the Grand 
-small Pennsylvania town describes the advan- Rapids Store Equipment Corporation has 
tages he immediately received from a modern- __ spent over 30 years collecting such informa- 
ization plan suggested by our Store Planning tion to help you sell more shoes and make Gentlemen: We are interested. Please 
Division. Naturally, this progressive merchant more money from your store. These years of send us further information and literature. 





THIS COUPON WILL BRING YOU 
COMPLETE INFORMATION 





Granp Rapips StorE EquipMENT Corp. 
1537 Madison, S. E., Grand Rapids, Mich. 





GRAND RAPIDS STORE EQUIPMENT | Name 





GRAND RAPIDS STORE EQUIPMENT CORPORATION ft 
Execut:ve Offices: Grand Rapids, Michigan. Branch offices and representatives in 
every territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; New York City City eee 

















“STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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ALL LUNAR BRAZILS 


possess 


that uniform 


FINENESS OF GRAIN 


which is so much 


in demand 


Mareiehic Prite! manufacturers 
who desire this all important 


value characteristic can se- 


cure it by specifying 


LUNAR 
BRAZILS 


In 


BLACK SATIN MATS 
FYare| 


Gol kel:s 


securing 


ECONOMY 


usthout 
SACRIFICE OF 
QUALITY 


Titter & Reilly Sales Agencies in Canadi 
England . G _ Canadian Leather Co., Ltd. 
65 Broad St., Rochester, N. Y ng wy PAD append 140 Inspector St., Montreal, P. Q. 
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Style 414—wNatural Linen, trimmed 
with lustre. Made by cement process. 
AAA to C. 


Style 1863x—Black Kid, Rajah lizard 
trim. 


Style 1864—Patent Leather, coffee 
Rajah lizard and brown perl lustre 
trim. 


Style 1865—Brown Kid, coffee Rajah 
lizard trim. 


Style 1868—Medium Blue Kid, blue 
lizard and perl lustre trim. 
One strap center buckle, 513 last, 
16/8 Louis heel. AAAA to EEE, 





Style 414 cecccccccccs $5.00 
Style 1863x . 6.00 
Style 1864 = ...ceee002-- 6.00 
Style 1865 ....ccceeee- 6.25 
Style 1868 .......622... 6.25 











Style 412—Black Kid One Strap, gen- 
uine Rajah lizard underlay, 314 last, 
14/8 covered Cuban heel. 

AAAA to EEE, 3% to 10 





ee eid yt) 


Style 412 





Style 413—Black Kid One Strap, Rajah 
ealf underlay, 314 last, 14/8 leather 
Cuban heel. 

AAA to EEE, 3% to 10 


Style 413 ..cccccccecee se -B4A75 
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In Stock For Immediate Shipment 


CODE WORDS 
405 ..............-Goshen 
GN cn p eis: wate eee 
MR ocean te cores . .Century 
1. re ere re 
415... oe ooo ee - Ontario 
417... ee ee eee» Newport 
418 ...............Huron 
Ji errr ere. | 
HG2G@ tk... wi eheiaie @trexe ea 
1863x ...............Simeoe 
ee 
1865 ..............Sturgeon 
1868 ..... a oidia stelslae aie MOme 


.. . Kingston 





Style 417—White Kid. 
Style 1905x—Black Kid. 
One strap center buckle, genuine 
Rajah lizard underlay. Made by the 
cement process. 513 last, 16/8 Louis 
heel. 
AAA to D, 3% to 10 
Style 417 correc c ccc ce PiebedO 
Style 1905x ....ccceee-- 5.50 















Hilla Coon-Shoes fl al each 
of the five imporlant points 


Tew 


37 Canal Street 


ROCHESTER, NEW YORK 
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Style 1825—Medium Beige Kid. 
Style 1826—White Kid. 
One strap center buckle, slipper made 
on the 309 last, 14/8 covered Cuban 
heel. 
Sizes 2% to 11 
Style 182% wc... eee ee se RIGO 
Style 1826 


cocccccccce FO 


Se 
Style 405—Black Kid Four Eyelet 
Tongueless Tie, Rajah lizard calf 
underlay, 314 last, 14/8 leather Cuban 
heel, 
AAA to EEE, 3% to 10 


Style 405 ..ccceeceecees S475 














Style 415-——-Natural Linen, tweed calf 
saddle. 


Style 418—White Eve Cloth, white kid 


saddle. 
Three eyelet Tie, 314 last 14/8 covered 
Cuban heel. ; 

AAA to E, 3% to 10 


Style 415 ...cccseecceee 85.00 
Style 418 ...cccccccccee 4.60 


eo ee 


“lsh ll 


MARVELOUS VALUES 
REGENT OPERA PUMPS 


IN stock 
2916 Patent Leather, 


2996 Black Moire, Heel, 
© nrccccccccccccccscscces 2.10 


29M6 White Moire, Heel, 
A-C 


Also Latest Novelties to Retail 
from $3 to $6. 


biti Fried & Sons, Inc. 
120 DUANE STREET NEW YORK 





The Amazing Sensation of the Shoe Trade 
“HAWAIIAN SANDALS” 


Linens: No. 4741, Candy Stripe; No. 4742, vot No. 4745%, Yellow; 
No. 4747, Green; No. 4748, Oyster White; No. 47 Red. 

Moire: Se +} Whit White 

lie; No. 4 ite, Black 

Children’s Saddle; No. 4782-3, Same as 

7/2 $1.25 above in Children’s and Misses’. 


This sandal is an authentic copy 

of the Hawaiian sandal made 

with leather or crepe soles in- 

stead of rattan, used for both 

indoor and outdoor wear, re- 

produced to meet the desire for 

= /Z a cool, light weight shoe adapted 

Women’s 4 for the use of WE MODERNS. 


Twenty-four to forty-eight hours 
3/8 $1.35 delivery; in stock. 


POWELL & CAMPBELL 
122 Duane Street, New York City Established 1879 


iN, 








HIGH GRADE UNBRANDED 
“COMPO” ALL LEATHER SHOES 


A new, modern, scientific method 
ef Shoe Making — Eliminating 
tacks, staples, s arid stitches, 
which assures better fit, longer 
wear, smarter appearance and 
faultless flexibility. 


a — 20/8 Louis oe 


1526 Black Moire Satia.. 
1527 Black Demi-Glaze Kid 338 1551—Biack Calf AA te C..... $3.75 


MORSE @ ROGERS 


N. Y. Branch, International Shee Ce., Ine., Duane and Hudson Sts. 





HE NEW) 
BLEECKER SHOE 
COMPANY 


will present hundreds of timely styled,shoes 


for immediate delivery during the 


NEW YORK SHOE & 
FASHION SHOW 


Hotel Pennsylvania 
June 8th, 9th, 10th, 1931 
Rooms 407, 408 and 409 


MADE IN THE U. S. A. 
Price $2.85 


Straps and Oxfords, all 

white, white and black, nat- 

ural and brown, combina- 

tiens. AA-C widths, sizes 
2% to 9. 


Same in 3 Eyelet Oxfords 


J. WEISS SHOE CO. 


137 Duane Street New York City 








“DAYTON” 


Sea Sand Kid—Putty Beige Trim 
—Carried in Strap, Regent and Oxford on 
20/8 Spike, 15/8 Cuban and 15/8 Junior 
Louis heels. 


Levor’s White Cab—Almora Trim 
and Black Calf Trim—Carried in Strap 
on 20/8 armed and 15/8 Cuban; Regent 
on 20/8 Spike; Oxford on 15/8 Cuban. 
White Nu-Buck—Black Patent 
| i ~gccaaae in Regent on 20/8 
pike 
Natural Duckalin—Almora Trim—Carried in Regent 4 aga 
Spike; Strap and Oxford on 15/8 Cuban. C wide—sizes Sto 


Shee Co., Inc. New York City 


dl 








ANOTHER BIG HIT 
IN STOCK $2.15 


No. 3186—White Kid oxford, Kaffor 
Kid trim. 

No. 3187—White Kid oxford, Brown 
Kid trim. 

No. 3188—White Linen oxford, Patent 
Leather trim. 

No. 510 ei Linen oxford, Brown 

48 36/6 Game A, B, and C 

widths ; to 8. 


BLEECKER SROE CoO., INC. 
138-140 Duane Street 


oie 
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a Jeet Vi | ov 


| vO hai q wl ll 


nil 
IN ATTENDANCE 


wy 


At 
ullhdln 


At 


di 





A. L. Baris 
F. J. McDonnell 


Miles L. Bleecker 
Wally Levy 





h Men's since © oo 3 soceececccsececseeseseceeees 2.50 
aes David D. Schneider ere eae Us Bios c lc llsccseeeee eases 2:20 





wilh 


Black and Brown extra heavy water proof lense 


a 


poblinwss 
TTT} 


TTL 
TTL 


ie 


in ll 


it 


CAMP MOCCASINS 
IN STOCK 


4 


BLOG’S 













Send for Samples 


BLOG SHOE CO.. Inc. paane st. 








<—_> 








Bleecker Shoe Co., Inc. 


138 Duane Street 





New York City 














HOT OFF THE GRIDDLE! 


Imported — webbing pumps - straps in 
mpos made in U. S. 
In Stock AA to C 


No. 5010—Sea Sand Kid Pump with 





















19/8 





quarter, medium toe, 
Sp. heel. 





. 5011—As above, White Kid with 
white inlay. 

. 5014—As Above, Sea Sand Kid, 
one strap, 19/8 Sp. heel. 

No. 5016—As 5014 in 16/8 Sp. heel. 


No. 5015—White Kid Strap as above, 
19/8 Sp. heel. 


5017—As 5015 in 16/8 Sp. heel. 



























’ 








We Challenge Comparison with Any Other 
Shoes in the Country at These Prices 


1941—White Kid, 1-strap, brown kid 
trim, hi, 20 4 





me Combina 
tions in 3 eyelet oxfords, also seamless 
operas. 






145 Duane St., 
New York City 


Levey Brothers Shoe Company, 


lh men Cuban heel, 14/8. weeeteces & 75 
1931—Same with Kaffor kid trim, 
high heel, 20/8. yt. = Rddndedeae 40 
1932—Same, Baby heel, 15/8 Yo. 503—M Bik. 
1933—Same, Cuban heel, 14/8. TOGMIEE cecccccess 2.40 
1952—Same with Patent Leather trim, vo, 600—Boys’ Blk. 
high heel, 20 eee 2.50 
1953—Same, Cuban heel, 14/8. No. 601—Boys’ Tan 
1992—Patent Leather, 1-strap with ex. sole ..--..... 2.50 
Gun Metal trim, Baby heel, 15/8. Men’s Sizes No. 602—Boys’ Tan 
1993—Same, Cuban hee! 6-11 WOE saéessieues 2.20 
1992X—Same, Gun Metal with silk Boys’ Sizes No. 603—Boys’ Blk. 
i903 ea ttim. Rey heel, 1-5 FOGMEEE cecccccece 2.20 
—Same, Cuban 
heel, 14/8, IN STOCK Samples submitted 










HIGH GRADE 


CAMP MOCCASINS 


*~ Rg wand s Blk. 


sole 
No, 501 we Tan 





















upon request. 










LYONS & COMPANY 


122 Duane Street, New York, N. Y. 
Specializing in Shoe Store Novelties 























The Original 
“SHADOW SANDALS” 


PAT. PENDING. 
THE HIT OF THE SEASON 


Made in a variety of colorg never shown 
ap Ss ae before for sport, beach, street 





Chila’e, 8 tO UWicccccccccecccccccsece $1.05 
Misses’, Pee OF Bec decvevesectesiceces 1.15 
Women’s Spring Heel, 2% to 7.......... 1.25 
Women’s Cuban 13/8 Heel, °3 WE Gecicce 1.45 


All Crepe Soles and Steel Shanks. 
In stock for immediate delivery, all sizes and colors, golid and striped. 
Send for Samples 





142 DUANE ST. NEW YORK CITY 
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IN STOCK AGAIN 


SUVA Cloth—Correctly Made—Beautifully 
ceneiitiaee Priced 


4600—Natural Suva Cloth, 
9. 85 







ee with sea sand kid— 
16/8 high Cuban heel. 

No. 4601—wWhite Suva Cloth, 
trimmed with white kid—16/8 
high Cuban heel. 

No. 4602—White Suva Cloth, 
trimmed with Kaffor kid—16/8 
high Cuban heel. 

Ir Stock—At Once Delivery 
Widths A—Sizes 4/8— 


B Sizes 34%4/8—C Sizes 3/8 


Crescent Shoe Company 
131-133-135 DUANE STREET, NEW YORK CITY 


se 
Sw amen” 

















is a very important and appealing sales 





feature particularly in a sportswear 
shoe. 


VIRGINIA LEE SHOE CO. 


OF MILWAUKEE 


use the 


NEW RAJAH SOLE* 


because it combines such appealing foot coolness 
with these other ideal sport sole features. 


If your sport shoes carry the new RAJAH soles—do 
not fail to impress the above sales features upon your 


sales force. Any one of them may clinch the sale. 


*RAJAH SPECIAL SOLES ARE SO UNEXPECTEDLY COOL 
THAT PEOPLE TAKE THE TROUBLE TO TELL US SO. 


LIGHTNESS AND FLEXIBILITY 
HOLDS STITCHES FIRMLY 
DOES NOT HEAT THE FEET 
NON-SPREADING 
NON-CURLING 
LONG WEARING 

































































ALFRED HALE 
NORTH QUINCY, 





HAL? 


ESTABLISHED 1837 





Stock No. 7224 
Carried for Immediate 
Shipment by 
Virginia Lee Shoe Co. 
and featuring the 
New Rajah Sole 
Style 305 


RUBBER CO. 
MASSACHUSETTS 





























NATIONAL NEWS 





>» HOW’S BUSINESS? < 
Could Be Better 


MILWAUKEE, Wis.—Shoe manufac- 
turing has gradually slowed down the 
first two weeks of May, according to 
local factories. The outlook, however, 
is for a fair summer season. 

J. G. Glaser, of the Wobst Shoe Co., 
reports: “Business could be better. The 
big stores are doing the selling right 
now. Dealers haven’t much stock, and 
they’re not buying in quantities. If 
some of the huge deposits in banks 
could be brought into circulation trade 
would pick up. Collections last month 
have been good compared to other 
months. Linens are going well now, 
blond linens, and blacks and whites, 
and browns are not so hot at present. 
The prospects for a nice fall busi- 
ness are good.” 

L. B. Tendick of the Tendick Shoe 
Manufacturing Co.: “There is not very 
much going on at the moment. Busi- 
ness has slowed down. Reports from 
all over the country show that lots of 
money is still held in banks instead of 
being circulated. Until it is, trade 
will not be much better.” 

E. C. Huth, of the Huth & James 
Shoe’ Manufacturing Co.: “When we 
began operations in 1927 our daily 
output was 600 pairs, while at present 
it reaches 3700 a day! In 1930 we 
built a plant addition costing $100,- 
000, increasing the floor space from 
37,000 sq. ft. to 71,000. We employ 
550 workers. Production during the 
first four months of this year is run- 
ning somewhat ahead of the same 
period in 1980, although the actual 
sales volume in dollars is less. We 
made so far 203,000 pairs compared to 
187,000 a year ago.” 


“Don’t Ask Me” 


PHILADELPHIA — Charles Nahm, of 
Nahm Bros., 185 W. Berks Street, in- 
dicates that their present business is 
very good. 

“Just now,” says Mr. Nahm, “we are 
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SATURDAY, MAY 30, 1931 





EVERY WEEK 





extremely busy and our factory is run- 
ning at full time. We did a good vol- 
ume in one tie patents and are now 
going heavily on the lighter shades and 
linens, which business will keep us busy 
until July. After that, well, the fall 
output may be a different matter— 
and then again it may not. I do not 
care to make any predictions as yet, 
but, of course, our expectations for fall 
are high.” 

I. V. Woodbury, buyer for Mrs. A. R. 
King Co., 811 N. 19th Street, is also 
reticent when it comes to fall predic- 
tions, but he can certainly report prog- 
ress on business up to date. 

“Since the beginning of March,” says 
Mr. Woodbury, “we have had a very 
brisk business and we have not only 
been working full time but we have 
been compelled to keep going over time. 








SHE’S SHOE MINDED 











How'd you like to have Lilyan Tashman, 
movie actress, for a customer? Thirty- 


five pairs in her shoe wardrobe. Here 


they are, and here’s Lilyan. 
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“Incoming orders are ahead of this 
time last year, although our shipments 
are not as great, due to the fact of 
business coming in at a later date this 
year than last. 

“We had a great demand, this sea- 
son, for our Wales tie, constructed of 
pigskin, and this has gone over in a 
big way. In fact, it has been dupli- 
cated many times since we came out 
with it. 

“Don’t ask me about the future. I 
don’t know, and I do not care to make 
any guesses,” 


Climbing Up 

CHICcAGO—Chicago retail shoe busi- 
ness, stimulated by the city’s Jubilee, 
displayed a decided upward trend last 
week. Warm weather also aided. 

Carl Burgstahler, head-buyer for F. 
E. Foster & Co., commented as follows: 
“We were exceptionally fortunate in 
tying up a white shoe ad, a corre- 
sponding window display, and a nice 
warm day. Results were most satis- 
factory.” 

One of their unusual patterns is a 
white strap, the strap being flexible and 
crossing over the instep to form a 
figure eight pattern. It is permanently 
attached to the quarter and because of 
the flexibility of the strap it hugs the 
foot comfortably. Mr. Burgstahler 
reports that it is a very popular model. 

“We had a very satisfying April,” 
he went on. “Our net sales volumes 
showed an increase of nearly 9 per cent 
over April, 1930. May had been fairly 
good but business was hindered early 
in the month by cold and rain. 

Mr. Burgstahler finds that brown 
patent is going very well. 

“In fact,” he says, “I wouldn’t be 
surprised to see brown patent as a big 
factor this coming fall. It has vir- 
tually no sales resistance and may 
prove important in cutting out the wave 
of black that has been sweeping us for 
so long.” 

Sport shoes are also going very well 
according to this buyer. 











































































F. Grossman, head of the Grossman 


Shoe Co., reports that, “business is |- 


showing steady improvement day by 
day.” He went on to say: 

“Everything is good. Linens and 
whites are selling strongly. But the 
thing I find most gratifying is the 
fact that we are selling many more 
shoes than last year. Of course profit 
on those shoes is less, but look at our 
figures for April. In unit sales we 
were 37 per cent ahead of April, 1930, 
and in net sales volume we are between 
2 and 3 per cent ahead of the same 
period of last year. 

“And ahead in sales volume in spite 
of the fact that we are about 35 per 
cent lower in pricing our merchandise. 
That seems to prove conclusively to me 
that people are buying stronger than 
ever before. Most of us don’t notice it 
for the simple reason that we haven’t 
considered all the factors that enter 
into our profit calculations.” 

Hanan & Son offer woven kid as a 
feature—“combining a clever ‘double- 
header’ in their design—combining per- 
forations with woven pattern in ma- 
terial to give the most captivating 
summer shoes.” 


>» TRADE DOINGS 4 


Pick Peoria 


DANVILLE, ILL.—The directors of the 
Illinois Shoe Retailers Association an- 
nounce that they have decided to hold 
their annual State Convention in 
Peoria on June 21, 22 and 23. 

All plans have been made and all 
committees have been appointed, and 
the Illinois shoe travelers and Peoria 
shoe retailers intend to make this con- 
vention the acme of high achievement 
both from a business and entertainment 
standpoint, according to the secretary 
of this association. This individual is 
no other than W. J. Crawford. If Bill 
says it will be done, it will be. 

As to entertainment, E. P. Bourquin 
says: “We are going to add ten years 
to our life with our entertainment pro- 
gram. Sleep will be a waste of time, 
so leave your pajamas at home.” 

All shoe men are advised by Presi- 
dent Frank P. Meyer to plan to arrive 
in Peoria Sunday morning, June 21st. 
Any information in regard to the con- 
vention may be obtained from W. J. 
Crawford, Peoria, Ill., or to Frank P. 
Meyer, at Danville, Ill. 





Shoe Builders Meet 


RocHEsTER, N. Y.—Tentative plans 
to loose an educational campaign to 
acquaint the Rochester public with the 
advantages of dealing with a shoe re- 
pair shop handling high class leather 
and employing experts were laid last 
week at a meeting of the Rochester 
Master Shoe Builders’ Association. 

Called primarily to map plans to 
wipe out cutthroat tactics, the meeting, 
representing some 300 shoe rebuilders 
in Rochester and Monroe County, 
agreed to prepare a campaign at a 
future meeting. Michael Persikini, 











“Coots”—A Baltimore Institution 


BALTIMORE, Mp.—His regular name 
is Clarence, but to thousands the ven- 
erable darky on the shine stand in the 
Hess shoe store is just “Coots.” Just 
when and how this name came into 
being is something connected with the 
dim past, for Coots is well past 70 
years and a grandfather many times 
over, to boot. 

There is something almost tradi- 
tional—and traditions count for much 
in Baltimore—about the connections of 
Coots with the Hess store. He has 
been a fixture there since long before 
the sons now in charge of the store 
were born. 

What a line of talk that old fellow 
has! 

Judges, city officials, bankers and 
substantial citizens all look forward to 
their daily shine, which is invariably 
enlivened by the wit, sage common 
sense and natural dignity of this char- 
acter. Four other boys work on the 
stand with Coots and all have some 
porter work to do. All receive a salary 


THEY SHINE IN BALTIMORE 


from the store, plus the tips that are 
picked up. No charge is made by the 
store for the shoe shining. Under these 
conditions any colored boy in town 
would almost give his right eye to get 
on the Hess shining staff. 

Some 300 men regularly patronize 
this stand daily, a fact which attests 
to the popularity of the service. The 
stand for women is in the rear in the 
women’s department. Men only up 
front, is the rule. One banker has the 
habit of having two boys work on his 
shoes, then tip a quarter to the boy 
who calls the toss. 

Hundreds of anecdotes could be re- 
lated illustrating Coots’ ready tongue. 
A very wealthy man drove up in his 
brand-new Packard and asked the 
boy’s opinion of it. Coots looked it all 
over from stem to stern, then remarked, 
“Boss, that’s a swell car. Let’s us go 
down to Bermuda together in it.” The 
query of a Federal court judge ‘as to 
the best possible source of good gin 
brought out this rejoinder, “I have 
tried all those places, but I thought you 
might know of some better ones.” 








president of the organization, presided. 

Frank Romano of New York ad- 
dressed the organization. Louis Ban- 
cheri is secretary of the association 
and Michael Volpe is treasurer. 





Campaign for Members 


ROCHESTER, N. Y.—Rochester mem- 
bers of the New York State Retail Shoe 
Dealers’ Association membership com- 
mittee, delegated by the committee as 
a whole, met here May 21 to lay plans 
for a statewide association membership 
campaign. 

H. L. Bogard, shoe buyer for Mc- 
Curdy’s, Inc., and chairman of the 
committee, presided. Officers and direc- 
tors living in Rochester attended. The 
meeting was preceded by a dinner at 





the Rochester Club. 
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Pick Colors 


New York, N.Y.—The final selection 
of basic coats and dress colors for the 
coming fall has been made by the 
Color Coordination Committee of the 
National Retail Dry Goods Associa- 
tion after several meetings with the 
Textile Color Card Association and 
members of its official committees 
representing leading manufacturing 
groups, it was announced by A. G. 
Jarvis, chairman of the retailers’ com- 
mittee. 

The colors chosen fall into three 
groups, namely, basic colors for coats, 
coordinating silk shades for dresses, 
and a selection of lighter or more ani- 
mated shades especially adaptable to 
wool dresses and sportswear. 

Five basic coat colors are given. 
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Exclusive Headquarters 
for these Quality Leathers 


ERE’s the most extraordinary list of 

quality leathers ever gathered into one 
showing. Most remarkable is their fashion 
‘coordination. The House of Hecht has se- 
lected and blended a variety of shades into 
a harmonizing, non-clashing group that are 
supreme quality throughout. 


@ ALPINA REPTILES. The only 
quality name in reptiles—Watersnake, Liz- 
ard, Python, Alligator. 


@®@ BOROSO SEA LEATHERS. 


Trade mark reg. U. S. 
The outstanding Fashion Leather of the fall 
season. Watch Boroso in the smartest lines! 


@ BIORLOW SUEDES. The finest ever 
tanned bar none. Imported from Copen- 
hagen. 


@ BECKER PATENT. Kids and Kips. 
In Black, Blue and Brown. 


@® BIERLING OSC ARIA.) The supreme 


calf leather for men’s shoes. 


@ DE HINDE. An extraordinary Dutch 
Ooze calf for women’s shoes. Tanned in 


Holland. 


@ ANTELOPIA. In Black and 56 colors. 
For highest grade hand 
bags. The silkiest nap and texture of any 
skin ever produced. 


Trade mark reg. U. S. 


@® HEKKO Silver and Gold Kid and 
ELDORADO Fancy Leathers. In all 
over and trims. The most reliable leather for 
smart evening footwear. 





See these leathers at the Hecht 
showrooms in New York. Or ask 
for the swatches 





Comeback! 


YEAR ago everyone seemed to 
be hammering on price. Quality 
was just a forgotten step-child. 


But to their sorrow, many buyers 
quickly learned that you can’t make a 
good shoe from cheap leather! The 
fallacy of price without quality is a 
lesson many have learned. And so 
the trend back to quality leathers has 
begun! 


The House of Hecht never lowered 
its standards—never sacrificed qual- 
ity to meet a price. 


Today our prices are right with 
the market. And every leather is 
worth its price because not one bit of 
quality has been sacrificed. 


Never in our history have we 
shown as many representative quality 
leathers as we are showing today! 


We’ve got something new and 
right—for every good line—this fall. 
You shouldn’t be satisfied with your 
fall line—until you see this line-up 
at the House of Hecht. 


F. HECHT & COMPANY, INC. 
44. East 32nd Street, New York 


Sole American distributors of the Imported 
quality lines listed at the left. 
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WHERE TO BUY 
Men’s Shoes 
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“HIGHEST GRADE ONLY” 


AST WEYMOUTH. MASS. U.S.A. 











In Stock Service 


EM.HOYT SHOE CO. 
rte 5*6. Manchester, N.H1. 


15 STVLES 
RETAIL 


















“A MAN’S DECISION” WEL 


THE 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 
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(@).. A. PACKARD CO., Makers 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 








H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 
Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 


Brockton, Mass. 














4 WHAT’S SELLING? 4 
Sandals Down South 


NEw ORLEANS—Sales in New 
Orleans are holding up well. The nov- 
elty shoes for summer are getting most 
of the credit for the trade, which some 
shops report increasing. 

V. J. Boudousquie, manager of the 
shoe department of Feibleman’s De- 
partment store, reports that their new 
colored linen sandal is moving at the 
rate of 350 pairs daily. It sells for 
$1.69. More intensive advertising in 
the past six months is given part of the 
credit for the increase of 200 per cent 
in the house’s business. 

G. C. Boudreaux, manager of the 
O’Neil shoe store finds an increasing 
demand for a slightly higher military 
heel. 

Joseph Schiro, proprietor of Schiro’s 
Shoe store, is handling a large number 
of linen sandals with cemented crepe 
soles, exploiting them for use with 
beach pajamas. Sandals for street 
wear are not retaining their popularity, 
Mr. Schiro stated. It was complained 
that they did not give sufficient support 
to the foot. 

E. P. Ricca, manager of Chandler’s, 
is pleased with the campaign his store 
made on medium priced hosiery. The 
best sellers were the Sunya and Allure 
shades. 


In Kansas City 


Kansas City, Mo.—The local Main 
Street store of the W. L. Douglas Shoe 
Co. is showing a new style in women’s 
shoes each week in one of the display 
windows. The shoes shown are from 
the Douglas style studio. According 
to the Kansas City store, this sort of 
“shoe-of-the-week” idea is being carried 
out in all of the W. L. Douglas stores 
and will continue throughout the sea- 
son. 

J. M. Robinson, Sr., president of the 
Robinson Shoe Co., left May 18 for a 
motor trip to Maryland. He is expect- 
ing to return about June 1. 

Earl W. Leeman, manager of 
Cooper’s Shoe Store, Inc., is out of town 
on business. 

The local I. Miller salon had a suc- 
cessful “Low Heel Week” May 4 to 9, 
according to Arthur Glucksman, man- 
ager. “The spectator shoes so popular : 
now have created a vogue for lower 
heels,” says Mr. Glucksman. He men- 
tions that the three styles of low heels 
popular at the present time include the 
low Spanish heel, the Cuban heel, and 
the military heel. 

Walk-Over Shoe Co. is showing clever 
beach sandals of canvas with crépe 
soles. These may be had in several 
smart color combinations and should 
prove popular for tennis and other 
sports as well as for beach-wear. 





Shoes and Hose 


KANSAS CiTy, Mo.—The Baker Shoe 
Store at 1032 Main Street generally 
averages the sale of one pair of hose 





ing to E. E. Werner, manager of the 
shop. 

“Ofttimes,” Mr. Werner says, “there 
are days when business is excellent and 
we average a pair of hose for every 
pair of shoes we sell.” He adds that 
in some of the Baker stores that have 
been established longer and have less 
competition than the two Kansas City 
stores, two pair of hosiery are rung up 
on the cash register to every one pair 
cf shoes sold. 

Mr. Werner is decidedly pleased with 
the business that his store has done 
recently. The Main Street store is the 
newer of the local Baker stores, having 
been operating since March 7. “Satur- 
day, May 16, almost equalled Easter 
Saturday for volume of business,” Mr. 
Werner reports. Of course, the de- 
lightful summer weather on that day 
played an important part in sales, since 
for weeks before rainy and cloudy 
weather had been prevalent. 





Predict White Summer 


NEw YorK—“The white summer 
which was predicted from Palm Beach, 
Bermuda, and the Paris openings is 
now an undisputed actuality,” accord- 
ing to a statement issued by the Kid 
Leather Tanners. “This spring we 
began by wearing small gilets and 
scarves of white. Later we added a 
white flower to our hats and perhaps 
a white blouse and white gloves. But 
now with the arrival of the first warm 
days we have gone into white costumes 
with a dark accent, or all white. 

“It simply had to come. And with 
it have come a new range of white 
accessories. The shoe this summer is 
white kid. It may have a colored trim, 
but it is still a white shoe. 

“The white kid opera pump promises 
to be the most popular of these shoes, 
not only because it is a white season, 
but also because women are realizing 
the wisdom of thrift. Thrift, they find, 
can be most easily and smartly achieved 
by buying a shoe which will go with 
a wide range of costumes. Gone are 
the days when each costume had its 
own matching shoe. It just isn’t in 
tune with the new economic or decora- 
tive scheme of things. 

“Second in popularity to the opera 
pump is the white oxford and then 
comes the one strap. A charming 
group of these white accessories in- 
cludes white kid pumps, white glace 
gloves, white hat trimmed in brown, 
and brown mirror finish kid bag. This 
group is worn with a white linen dress 
trimmed with brown chevrons and 
brown belt, and a brown waist-length 
jacket.” 





Sandals Lead 


Des MoINEs, Iowa—Sandals are now 
in the limelight in customer demand, 
according to the experience of V. E. 
Meline, manager of Crandall’s Boot 
Shop. Their popularity is about equal- 
ly divided between white and seasand. 
The demand for this type of shoe has 





to every two pair of shoes sold, accord- 





appeared during the past few weeks. 
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Aue silk. 


A STANDARD — AND Oneferably 





Tere 


Did you ever stop to think that, of all shoe accessories, the lace is the most important? 
Indeed, no part of the shoe itself, excepting the sole, is subject to so great and con- 
tinuous a strain. 


Recommend laces of Pure, high grade Silk. Being strong and elastic, they will 
give maximum service. Being light in weight and not bulky, they tie easily and hold 
the knot firmly. And they have a soft lustre which adds to the appearance of the shoe. ° 
For 20 years, Schaeffer Laces have been the standard of Pure Silk Lace Quality. 






Your jobber has them in 
all styles and colors—or 


> ee SCHAEFFER & COMPANY 
he will quickly get them 
for you. 222 Cedar Street, Reading, Pa. 
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Advertising Campaign 


B-V.\ (on VVANCT.V4IN IS 
ny NEWSPAPERS 


B'WAY. at 16 ST { 
NEW YORK j{ 


ie Accommodations for 1000 Guests 
\ 


EVERY ROOM WITH 
BATH and RADIO 


om ¥ $9: for Room and Bath 


} — 














2... Double 
Weekly Rates, Room & Bath 


from 2 1 3:50 up 


A new, modern, luxurious 
hotel. 10 minutes from 
Times Square. 
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D.W. STEWART, Manager 
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‘PREPARE NOW FOR” 


||| planned to reach foot sufferers during 
| FOOT COMFORT WEEK 
| Write at once for window material | 
and newspaper ads to tie-up with this | 





| | 
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RAP TH i KL a great shoe store event « « « « 
—_— Cae | 
IN (a I) Cut out this ad and on your 4 

#/, | ' AN I kh next visit to New York s The Scholl Mfg. Co., Inc. 

pai = present it to the registration :4 ; . 14th Street | 
= =—. clerk and receive a regular - 213 W. Schiller Street ee SOR 

$3 room and bath for $2.50. aN Ga lL@atCl@) 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 















W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 


HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldz. 
IE 













Boudoir Slip In Stock 
NUSUAL VALUES 
Sizes 3 to 8 
Style 614—Wos. Blk. 

Kid T eve 


“Every Pair 
Guaranteed” 














eae io are made better— 
an any other slippers 
= oy market in the popular price 


class. Samples on Request 


VINCENT HORWITZ CO., Ine. 
New York City 








BEACH and SPORT SANDAL 





This snappy Sandal made of Multicolored Algerian 
cloth is fitted with Cuban Wood Heels, Steel 
Shanks, and Rubber Soles (not crepe). 
Sizes 3 to 8. C width only. 18 pair * om 
different color combinations, and plain wi 
Samples on Request 
PARISTYLE FOOTWEAR MFG. CO., INC. 
153-159 West 27th Street New York City 














WHERE TO BUY 
Athletic Shoes 





TH 


GYM SHOES 


No.C855—All sizes in stock 
for immediate delivery. Write 


today for cal 
of ATHCO Athletic Shoes. 







» ABOUT PEOPLE q 
Joins Hamilton-Brown 


St. Louis—Jack 
Madden, who for a 
period of _ eight 
years had charge 
of styling and de- 
signing children’s 
shoes for the In- 
ternational Shoe 
Co., has _ recently 
been employed in 
the same capacity 
by the Hamilton- 
Brown Shoe Com- 
pany. Jack Madden 

“Many changes 
are being made in the ‘Twinkie’ line, 
with special emphasis on correct fit and 
long wear,” says Mr. Madden, who for 
many years has been recognized for his 
ability in developing lasts and patterns 
for children’s shoes. Their new fall 
line will incorporate many new fea- 
tures and particularly a special tan- 
nage of sole leather that will give max- 
imum wear and flexibility. 

A. C. Parkinson will devote his entire 
time to the Hamilton-Brown line of 
footwear for women. 





Killed in Auto Accident 


CINCINNATI.—H. D. Straw, manager 
of the Cincinnati office of John R. 
Evans & Co., was instantly killed in a 
head-on collision Wednesday, May 20, 
near Columbus, Ohio, on the Columbus 
highway. 

Four other persons were hurt, one 
seriously. One of them is C. E. Becker, 
salesman for the Evans company, 
driver of the car in which Straw was 
riding. The cause of the collision was 
not learned. 

Mr. Straw, who was 29 years old, 
was familiarly known to the trade as 
“Ted,” and was very popular and well 
liked by all with whom he came in con- 
tact. 

Most of his business life was spent 
with the Evans company in Cincinnati. 
He had been manager of the Cincin- 
nati office for several years. He was 
a native of Columbus, Ohio. 

Mr. Straw leaves a widow and one 
son, 11 years old. Funeral services 
were held at Columbus, Ohio. 


William Kerr Mollan 


BRIDGEPORT, CONN.—William Kerr 
Mollan, veteran Bridgeport shoe mer- 
chant who retired 10 years ago, died 
May 20 at his home at the age of 76. 
Mr. Mollan entered the shoe business 
conducted by his father, the late Mal- 
colm Mollan, on Main Street at the age 
of 13. The store remained at the same 
location during its existence and was 
known as “The Sign of the Big Shoe” 
among Bridgeporters of the early 
period. 

The Mollan shoe store for many 
years made a specialty of women’s 











Hurt in Accident 


O. William Lamb, who represents 
the Bridgewater Workers Co-Operative 
Association of Bridgewater, Mass., and 
makes his headquarters in Detroit, is 
confined at his home, 13139 Stoepel 
Avenue, Detroit, following an accident 
severai weeks ago at Hudson, Mich. 
He is handling orders from his trade 
for in-stock or make-up shoes and such 
orders, if sent to his home, will receive 
prompt attention. 





Boston, MAss.—Funeral services for 
Mitchell B. Kaufman, former president 
of the Converse Rubber Co., of Malden, 
were held Wednesday, May 20, in the 
Pride of Jacob Cemetery, in West Rox- 
bury. 

Mr. Kaufman died in the woods of 
northern Maine from exhaustion after 
having become lost while on a hunting 
trip near Jackman last November. 
Despite the fact that an organized 
search was conducted for weeks, headed 
by the best woodsmen who could be 
found and directed by friends and busi- 
ness associates, it was not until this 
spring that his body was found approx- 
imately nine miles from the headquar- 
ters of the hunting party of which he 
was a member. 

Pallbearers included his two broth- 
ers-in-law, Albert W. Wechsler and 
Ralph Sussman; a nephew, Alfred Rud- 
nich; Phillip Kaye; two business asso- 
ciates, John J. Schindler and Max Woy- 
thaler, both of Framingham, Mass.; 
Sam Sherman, of New York City; and 
Louis Brenner and Abe Brenner, both 
of Haverhill, Mass. 


Charles R. Williamson Dead 


Charles R. Williamson, well-remem- 
bered in the industry through his for- 
mer connection with the Ault-William- 
son Shoe Company of Auburn, Me., died 
May 138th at his home in Lebanon, 
Tenn., where he had been since 1926. 
Mr. Williamson had been seriously ill 
for several weeks, though he had been 
in rather poor health for the past few 
years. 

Mr. Williamson was 55 years of age, 
born at Lebanon, Tenn., and a graduate 
of Cumberland University of that city. 
He became prominently identified 
through his connection with the shoe 
business, having worked for some time 
for the old firm of Lunn & Sweet as a 
traveling salesman. The Ault-William- 
son business was organized in 1914 at 
Ellsworth by the deceased and Charles 
Ault of Auburn. 

Charles R. Williamson retired from 
active business and as a member of the 
firm Aug. 11, 1926. The three years 
previous to his retirement, he made his 
headquarters at St. Louis, handling the 
factory distribution depot there. 

He is survived by the widow and two 





shoes and was considered one of the 
most reliable stores in the state. 


children, Mary and Charles, Jr. 
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M. B. Kaufman { 





May 2 
‘Black Kid—Accord- 
ed first position in 
the Official Fall 
Styles Report of the 
Joint Styles Confer- 
ence. 


May 30 


Confirmed by gener- 
ous advance orders 
for KING KID in 
SATIN FINISH and 
also BLACK 
GLAZED. 





Nia 


FINISH 


-KID- 
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WHERE TO BUY 
Fine Sport Shoes 


San Line—Sportiest of Sport Shoes 
“A mile away you know them” Pp 


Sun Chasers 


for tennis court and resort wear 


Solid be or solid white florentine 
cloth with colorful stripes used for 
the lace stays and pointed tippings. 


Catalogue on request. 


“DUN- 


The New 
Summer-Time 
Hand-Made Sandal 
White Bik Sandal 
White Kid Sandal 
(Two Weeks Delivery) 
© Lt. B. EVANS’ SON CO., Wakefield, Mass. 








@ 
WHERE TO BUY 


Footmeasures 





Graded to Con- 
form to Modern 
Measurements. 


HANK SPECIALTY CO. 
MARBRIDGE BLDG., 47 W. 84 St., N. Y. C. 

















Holding Sale 

Kansas City, Mo. (UTPS)—Upon 
decision of the Laird, Schober & Co. 
to discontinue their retail shoe shop 
in Kansas City, the local store is hold- 
ing a “close out” sale which started 
Monday morning, May 18, and will con- 
tinue until the stock on hand has been 
sold. 
_ This shop, at 1016 Walnut, has been 
operating under the name _ Laird, 
Schober & Co. for three years last 
January. Preceding that, the Byrn 
Shop, at the same location, had the 
agency for shoes made by the Laird, 
Schober & Co. for many years. 
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» THIS AND THAT ¢ 


There to Serve 


PHILADELPHIA — Retail shoe _ store 
managers have always known to be 
obliging. No favor is too large or too 
small for the customer. ' 

Earl Thomas, manager for one of 
Thom McAn chain stores, can be 
classed as ultra-obliging. 

The other day a young man entered 
the store and spent some time being 
fitted for two pairs of shoes. Finally 
satisfied, he handed the money to 
Thomas and requested him to wrap 
the shoes up. 

As Thomas opened the cash register 
to get change, the “customer” sudden- 
ly drew a revolver and demanded all 
the money in the drawer, plus his bun- 
dle of shoes. 

Thomas obliged him. Then the ban- 
dit said, “Have you any rope around?” 

Unable to oblige by furnishing the 
rope, Thomas obligingly made a sug- 
gestion. 

“There is a room in the rear,” he 
said, “where you can lock me in.” 

This the bandit did and walked from 
the store. He escaped, taking with him 
$25 and the two pairs of shoes. 


“Walk to Work” 


BuFFALo, N. Y.—‘Walk to work for 
health,” is the slogan adopted by an 
organization sponsored by the retail 
footwear dealers of the city in coopera- 
tion with Dr. John J. Seiler, known as 
“the Flying Yank,” a professional long 
distance runner and pedestrian and 
holder of many records. 

Each morning Dr. Seiler starts from 
a point about two miles distant from 
the downtown retail shopping center 
of Buffalo and enlists supporters in his 
Walk-to-Work movement which is at- 
tracting considerable comment in the 
news columns of the daily papers. 

The only dues in the club will be a 
little shoe leather but the footwear 
dealers and Dr. Seiler explain that 
this will be returned again and again 
in health dividends. Sixteen mile hikes 
on Saturdays and Sundays also are 
being sponsored. 


Foremen Dance 


ROCHESTER, N. Y.—Dining and danc- 
ing replaced the hum of shoe ma- 
chinery for members of the Rochester 
Shoe Superintendents’ and Foremen’s 
Association last week when they and 
their guests, numbering 125 in all, 
marked the advent of their summer 
social season with a dinner-dance at 
a lakeside resort. 

In addition to a number of manufac- 
turers who came as guests, nearly 
every shoe plant in the city sent a 
representative. The association recent- 
ly completed a winter bowling season. 


Shoes of Gold . 


PITTSBURGH, Pa.—Many of Pitts- 
burgh’s babies in later years will have 
something to show their children, if 
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their parents keep the first “baby 
shoes” they wore. 

Kaufmann’s department store, a 
short time ago began to metalize these 
shoes, and plate them with bronze, 
silver or gold, depending on the prefer- 
ence of patrons. 

All the funny little bulges the young 
men or women make in their first pair 
of foot coverings are retained in the 
metalizing process, with all contours 
preserved in every detail. ‘The store 
officials report a fair demand for these 
keepsakes. 


Thanks the Firemen 


JAMESTOWN, N. Y.—Spontaneous 
combustion in the dust blower system 
of Wade Bros., retail footwear, 212 
Main Street did $5,000 damage to the 
building, stock and shoe repair equip- 
ment in the shop. In a display adver- 
tisement appearing in local newspapers 
the morning after the fire, Wade 
Bros., expressed its thanks to the fire 
chief and the department for the pains- 
taking way in which the fire was 
checked without greater damage to the 
property and announced it would have 
no fire sale but business would be con- 
tinued as usual. 


New Men’s Lines 


LYNCHBURG, VA.— Natural Bridge 
shoes for men, retailing at popular 
prices, are now a part of the Natural 
Bridge line and are carried in stock in 
65 styles in a complete size range from 
4 to 14, triple A to 4E, according to an 
announcement by N. C. Evans, manag- 
ing director. In addition to this, Nat- 
ural Bridge shoemakers have incor- 
porated a line of Natural Bridge Ju- 
niors for infants to growing girls. 
These shoes are also in stock from 
double A to D. 


Adds Scholl’s 


BALTIMORE, Mp.—The Hub _ has 
opened a special Dr. Scholl Foot Com- 
fort department in its women’s shoe 
shop, located on the fifth floor. It 
becomes a permanent feature of the 
Hub. In addition to the daily attend- 
ance of a Dr. Scholl representative. 
the new department will carry a com- 
plete line of Dr. Scholl’s appliances and 
remedies. 


18-AAAAAA! 

MILWAUKEE, WIs. (UTPS) — S. 
Sinsheimer, local shoe man, has just 
made a pair by hand for a Kenoshan 
whose length is in proportion to his 
foot size. The shoes are numbered 
18-AAAAAA! The man is 6 feet 6 
inches tall. Whether he is a policeman 
or not is unknown. 


Brinkley Opens 

AucustTa, Ga. (UTPS)—A. E. 
Brinkley, for several years connected 
with the shoe department of one of 
Augusta’s leading department stores, 
has purchased and is now operating 
the Suzanne Slipper Shop at 826% 
Broad Street. 
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otra vig The adding machine doesn’t GUESS = : 


eee Machine grading takes the GUESS «eee 
out of Shoemaking 


The Codrdinated Last and Pattern system is the only method of grad- 
ing lasts and patterns with machine precision. All other grading is 
hand grading and, therefore, subject to inaccuracies. It is practically 
impossible to make “hand-broken” lasts progress up and down the 
size scale without some distortion of proportions. Coordinated Lasts 
and Patterns assure perfect fit through exact union of last and pat- 
tern. Every size retains the same heel height and toe spring as the 
Model 4-B size. The vamp seam comes exactly in its proper place 
and every line of the pattern is placed with scientific accuracy. The 
Coordinated Last and Pattern system effects a saving in upper 
stock, for there is no surplus leather to be pulled out and cut away. 


Cripples are reduced to the minimum. 


COORDINATED LASTS and PATTERNS 


UNITED LAST COMPANY « BOSTON «+ MASS, 
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WHERE TO BUY 


Women’s Shoes 
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THE JOHN EOEERTS HOB 00. INC. 
In Baffalo, N. Y. droox 








Ultra Smart Sandals 


Quality 
Predominates 


Write 
Direet. 


Best Color 
| Combinations. 


Unusual 
Profits. 


BIARRITZ SANDALS 
120 West 30th St., New jo City 
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WHERE TO BUY 
Slipper Ornaments 





Pompons = B()WS Ornaments 


of Every Description for 
Boudoir Slippers 
The right merchantion <2 the right ‘time 
BSelid colors in stock Pp on req 


HY-GRADE SLIPPER SUPPLY OO. 
@8S Breadway New York City 

















New Patterns and Colors 
[CONTINUED FROM PAGE 38] 


finished in a tailored buckle attracted 
much attention. A blue kid pump was 
most attractive with a tri-colored bow, 
red, white and blue. A smart cross- 
strapped number was featured in rich 
brown kid with cross instep strapping 
which continued under the quarter to 
the back stay line. This detail insures 
a hugging of the top line. 

Pinet sponsors a gold rust two-strap 
model which has all the characteristics 
of a bench-made French shoe. Smart 
lower heel types and afternoon combi- 
nations of beige claire with pale blue 
kid underlays banding the T-strap were 
noteworthy. A royal blue stitched in 
beige is suitable for daytime. A per- 
forated number in brown leaf tones 
with tip cutouts of a wedge shape de- 
sign is underlayed in a lighter tone. 





Hold Golf Tournament 


Boston, Mass.—A field of nearly 
100 golfers braved the rain on May 21 
to play the course of the Wollaston 
Golf Club during the annual spring 
tournament of the New England Shoe 
and Leather Golf Association. Players 
were divided into three groups accord- 
ing to handicap—the first group com- 
posed of players playing from scratch 
to nine; the second with handicaps of 
10 to 20; and the third with handicaps 
from 21 to the maximum 30. 

Cards showing gross and net were 
turned in as follows: 

Class A (handicaps, scratch to 9)— 
L. E. Wright, 77—68; M. T. Tevlin, 
78—70; G. H. Reid, 82—73; K. E. Mos- 
ser, 81—75; F. G. Thayer, 81—76; 
‘L. P. Gutterson, 85—76; C. S. Reed, 
82—78; A. D. Knight, 85—79; F. C. 
Donovan, 87—70. 

Class B (handicaps, 10 to 20)—C. B. 
Rycroft, 88—69; J. T. Gormley, 90— 
71; S. M. Patterson, 83—72; Robert B. 
Slattery, 91—73; William Gleason, 84— 
74; W. L. Londben, 93—74; W. F. 
Rathburn, 92—75; J. F. Murphy, 90— 
76; F. H. Jones, 94—76; Ben Stone, 
87—77; H. Keating, 89—77; J. F. Fitz- 
simmons, 90—80; H. G. Fallon, 100—83. 

Class C (handicaps, 21 to 30)—L. J. 
Hart, 95—67; M. H. Tarr, 92—67; 
S. F. Brooks, 101—71; William Doyle, 
100—72; J. W. Sweeney, 97—73; George 
O’Brien, 100—74; E. H. Swanson, 95— 
74; R. F. Keene, 104—74; F. A. Ab- 
bott, 96—75; O. S. Pickard, 97—75; 
H. T. Fogg, 105—75; Leo Power, 105— 
77; C. T. Cornish, 101—77; William 
Dunham, 108—78; T. E. Kitson, 100— 
78; J. I. Supple, 110—80; J. T. Good- 
win, 105—81; Peter Sullivan, 114—84; 
F. T. Heap, 116—86; F. M. Moynahan, 
117—87; H. Bluestein, 115—91; H. M. 
Smith, 122—92; Ted Smith, 123—93. 

Guest—E. E. Ciderholm, 983—77. 


Shoe Frolic 


CuHIcaco— Tuesday night of this 
week was Florsheim Shoe Frolic Night 
at Trianon, the world-famed and beau- 
tiful ballroom at Cottage Grove Ave- 
nue and Sixty-second Street, Chicago. 

Coon-Sanders Original Nighthawks, 
radio stars of Florsheim’s national net- 
work broadcasts, appeared as a special 
feature at Trianon immediately follow- 
ing their coast-to-coast broadcast for 
The Florsheim Shoe Company. The 
national broadcast went over 46 radio 
stations at 7:30 Central Daylight Sav- 
ing Time. 

Florsheim Frolic Night at Trianon 
is believed to have been one of the 
largest dance gatherings on record. 

The Florsheim Shoe Company coop- 
erated with the Trianon Corporation in 
issuing special invitations through all 
their Florsheim Chicago retailers and 
Florsheimeenmileyees to attend. In ad- 
dition, special displays were made in 
retail store windows, inviting the pub- 
lic, and a further invitation was ex- 
tended over the air during the Flors- 
heim Frolic broadcast. 
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A display of novelty shoé styles, also 
modern styles, was made in a nine-foot 
display case in the Trianon lobby and 
further tie-ups were made in publicity 
for that night. 


Prevents Cutting at Instep 


New York — Henry Josephs, of 47 
West Thirty-fourth Street, is the in- 
ventor of a new device to prevent cut- 
ting of the instep by the binding on the 
edge of women’s shoes. It is a small 
flanged celluloid strip which slips over 
the edge, giving a smooth rounded sur- 
face instead of the file-like binding 
which causes the unpleasant friction 
and abrasion of the skin so common in 
the case of women with a more or less 
fleshy instep. 

The device is protected by patents 
and will shortly be placed on the mar- 
ket under the name of Vampeez. It 
will be offered in six basic colors to 
match the usual shoe colors, and is in- 
visible when worn on the shoe. 

Mr. Josephs was formerly connected 
with the New York Last Company for 
many years, and he is well known in 
the trade. 


Show Fall Shoes 


Representatives of the Johansen 
Bros. Shoe Co., of St. Louis, have left 
St. Louis with the Johansen fall lines. 
Following are the sales representatives 
and their territories: D. W. Brill, 
Ohio; H. F. Brune, St. Louis and South 
Illinois; J. M. Chavez, Mexico; W. C. 
Coble, Virginia, North Carolina, South 
Carolina, Georgia, Alabama, Tennes- 
see; F. R. Dexter, North Dakota, South 
Dakota, Iowa, Minnesota, North Mis- 
souri; J. M. Hinton, North California, 
Oregon, Washington; E. G. Kozak, New 
York, Pennsylvania, New England 
States; J. J. Kozak, New York City, 
Boston, Philadelphia; R. S. Langston, 
Colorado, Wyoming, Montana, Idaho, 
Utah, Nevada; O. W. Launer, South 
California; N. K. Morris, Alabama, 
Georgia, Florida, Louisiana; W. T. 
Perryman, Mississippi, Kentucky, Ten- 
nessee, Virginia, West Virginia, North 
Carolina, South Carolina; S. ; 
Schedel, Nebraska, Colorado, New 
Mexico, Arizona; W. T. Stephenson, 
Texas; C. R. Terry, Illinois, Michigan, 
Indiana, Wisconsin; J. J. Terry, South 
Indiana, North Illinois; Cy. Wheeler, 
Oklahoma, Arkansas, Kansas, Missouri. 

The New York City sales office and 
showroom of Johansen Bros. Shoe Co. 
has been moved from the sixth to the 
eighth floor of the Marbridge Building. 
This new site, Room 857, is more 
spacious than the previous headquar- 
ters, Joseph J. Kozak, a veteran in 
the footwear industry, will remain in 
charge of the New York office. 


A new store of women’s footwear 
has been opened at 6504 emapeed 
Boulevard in > cinema city . S. 
era | and L. B. Hackleman, .who — 
merly on “another shoe store in 


Hollywood 
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REPCO STRAIGHT BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1800 — BRISTLE 


NEW 


REPCO 
POLISHERS and DAUBERS 


Turse unusually high-grade polish- 
ers and daubers will withstand the 
most rigid tests as to quality of ma- 
terial, construction, and wear. Each 
polisher and dauber is made of the 
finest wood and bristle stock, while 
the wax finish is carefully applied 
and is lasting. Repco Polishers and 
Daubers are made in both the wire- 
drawn and stapled types, differing 
only in the method of fastening 
the bristle knots. 


For Sale by Shoe Findings Dealers 


REPCO CURVED 
BACK BRUSH 
WIRE-DRAWN TYPE 


NO. 1000 — GRAY 
NO. 1001 — BLACK 


UNITED SHOE MACHINERY 
CORPORATION 


BOSTON, MASSACHUSETTS 


REPCO STRAIGHT 
BACK BRUSH 
STAPLED TYPE 


NO. 300 — GRAY 
NO. 400 — BLACK 


REPCO DAUBER 
SHORT HANDLE 


NO. 550 — BLACK 
NO. 660 — GRAY REPCO DAUBER 


LONG HANDLE (WIRE-DRAWN) 


NO. 250— GRAY 
NO. 490— BLACK 


REPCO DAUBER 
SMALL SIZE 
NO. O—GRAY 
NO. OO— BLACK 





REPCO STRAIGHT BACK BRUSH 
STAPLED TYPE 
NO. 200— GRAY 

NO. 1900 — GRAY 


REPCO CURVED 
BACK BRUSH 
STAPLED TYPE 


NO. 100 GRAY 
NO. 101 — BLACK 


REPCO STRAIGHT 
BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1490— GRAY 
NO. 1650 — BLACK 


REPCO DAUBER 
LONG HANDLE 


NO. 350— BLACK 
NO, 440 GRAY 


REPCO STRAIGHT BACK BRUSH 
WIRE-DRAWN TYPE 
NO. 1600 — BLACK 
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WHERE TO BUY 
Ballet Slippers 





TURN COMFORT SHOES 
Straps 

Oxfords 

Boudoirs 
Tap 

Slippers 


The Beet Values on the market today 
to retail at $1.98 to $2.98 


Write for samples 


GLENN ROBERTSON SHOE CO. 
MINNEAPOLIS, MINN. 





*KENDALL ano‘terr 


BALLET 





4 sideline of 


STOCK 


Orders filled day recetwed 
SEND FOR CIRCULAR DEPT. C. 


~ | 











% KENDALL SHOE COMPANY ~ 
HAVERHILL, MASS. 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CoO., INC. 
147 Duane Street 
New York City 














BLACK KID BALLET SLIPPERS 
MADE ON RIGHT AND LEFT LASTS 


Wom. Miss. Childs 
Style No. 600..$1.35 $1.30 $1.25 
Style No. 609.. 1.20 1.15 1.10 
Coast Prices Slightly Higher 


Brooks Shoe Mfg.Co. 
Philadelphia 
Swanson and Ritner Sts. 
Los Angeles—1162 So, Hill St. 


REPUTATION 


—that’s what counts in 

making profitable sales 

of theatrical footwear. 
i We make a complete line 

of dancing shoes whose 
ij merit is known te dan- 
} cers everywhere. 


IN 
STOCK 





Write us! 


CHICAGO 


THEATRICAL SHOE CO. 
209 S. State Street 
Chicago, Ill. 

Coast Orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 


The Hoffert 
Tee Slipper 





> ON THE SELLING END <« 


News of the Travelers and Sales Activities 


Knows Juvenile Shoes 

Arthur W. Luft, 
who is now repre- 
senting the Wil- 
liam B. Johnson 

Shoe Company in 

Minnesota, Iowa, 

Nebraska, Colo- 

rado and the Da- 

kotas, has been 
identified with the 
‘ juvenile and junior 
shoe business for 
many years, and 
recently severed 
his connections 
with the L. D. Stickles Shoe Company 
of Red. Wing, Minn., to take up his 
new duties. 

“Art,” as everyone knows him, is a 
live-wire, and his many friends in the 
territory which he has covered will be 
interested to hear of his new connec- 
tion. He is in the territory now, book- 
ing orders. 


Arthur W. Luft 


Goes with. Ault-Williamson 


Ault-Williamson Shoe Company has 
announced the appointment of Pierce 
W. Gaddis as sales representative in 
Massachusetts, Rhode Island and Con- 
necticut, handling the Constant Com- 
fort line and the new Stylite Hand 
Turn line. 

Mr. Gaddis was with the Vitality 
Shoe Company before coming with 
Ault-Williamson and has had many 
years sales experience both in the East 
and in the South. 


Discuss Sales 


Salesmen and executives of the East- 
ern Division, Ault-Williamson Shoe 
Company, had a recent meeting at Au- 
burn, Me., for a discussion of the fall 
line and factory conditions as affecting 
sales. 

Those present at the meeting were 
Charles Ault, Lester B. Shackford, Ed- 
ward Warnshuis, E, B. Milliken, Har- 
ris M. Barnes, P. A. Bruggeman, P. F. 
Bruggeman, A. R. Darois, Pierce W. 
Gaddis, Jerome Light, Maynard W. 
Moulton, Ralph C. Moulton, E. J. 
Muehsam, Dana Shackford, William 
Parks, George Bly, Matthew Carl, 
W. T. Cluff, Ralph Cameron, C. E. 
Thompson, Joseph Lewis, Charles 
Small, Joseph Gosselin, Arthur Gam- 
mon, Zelman Dyer, Millard Lyseth, 
George Ellsworth, Chester Morrell, 
Charles Phillips, Sherman Holt, George 
Gervais, Luther Stoddard, Samuel 
Ggad, W. H. Whittum, Roland Field, 
Lawrence Cooper, Arthur Niles, C. V. 
Osgood, Harold Cooper, D. Whittle and 
Flavius Hubbard. 

At St. Louis, Western Division sales- 
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men were greeted by Charles Ault, 
president of Ault-Williamson; R. P. 
Boothby, vice-president and sales man- 
ager in charge of the Western Divi- 
sion; A. G. Plett, assistant. treasurer, 
and Edward Warnshuis, general sales 
manager. 

Others at the meeting were Gordon 
McDaniel, C. L. Rappleye, P. R. How- 
ard, David Shelton, .Ross Bowman, 
Clyde Anthony, J. C. Wilson, M. E. 
Hattenbach, W. S. Overton, J. Frank 
Hollingsworth, T. Mark Campbell, O. E. 
Hamilton, Henry Diedesheimer, C. Dur- 
ward Jordon, Carl Gilley and G. V. 
Osgood. 

Ault-Williamson business has held up 
steadily during the past season and a 
record volume is anticipated for the 
summer months. 

Both the Western Division in-stock 
at St. Louis and the Auburn depart- 
ment have established a record for 
same-day service on orders and claim 
the only adequate comfort shoe stock. 

This is the seventeenth year of Ault- 
Williamson business. Two lines of mer- 
chandise are now being manufactured, 
the Constant Comfort line and Stylite 
hand turns. 


Would Deflate Sample Rooms 


At a recent meeting of the Wiscon- 
sin Shoe Travelers’ Association a reso- 
lution relating to hotel-sample room 
rates was adopted and submitted to the 
Hotel Men’s Association. ‘The resolu- 
tion read: 

“WHEREAS, the economic trend of 
times is toward lowering of distribution 
expenses and as the prevalent practice 
of many of the larger -hotels in charg- 
ing full rates for sample rooms when 
used for only a short part of the day 
is a continued practice of much more 
prosperous times, besides being an ad- 
ditional expense on sample line travel- 
ers, therefore 

“BE IT RESOLVED that the Wis- 
consin Shoe Travelers’ Association 
protest such charges and earnestly 
solicit the just charge of a reasonable 
day rate. <A copy of this resolution is 
to be mailed the Milwaukee Hotel Men’s 
Association; the Wisconsin Hotel 
Men’s Association; also the leading 
hotels in the State of Wisconsin.” 

So far the hotel associations have 
not acted on the resolution. 


Salesmen for Paramount 


Charles Toppino is representing the 
Paramount Shoe Manufacturing Com- 
pany of St. Louis in Louisiana, Mis- 
sissippi, Georgia, Florida and Alabama. 

Von Ham-Young will cover the terri- 
tory of Hawaii. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 
Insures Accuracy of Buying Judgment 





Black “If a $5 Gold Piece Falls Thru 
Cloth a Crack in the Floor’—is the 
Binder— title of our instruction brochure 
ond Sematien for keeping stock records: — 


posse Supplied with each order for 
the Stock Record System. 


and corners, 
gold lettering 
. 














One hour a day keeps your records 

complete— 

Every sale and purchase recorded— 

Visible daily turnover and sales re- 

port—with monthly inventory of 

each stock number— 

Shoes on hand, on order, due, returns, 
= transfers in or out from branch 

Form s03 stores— 


———s FOR GROUP OWNED STORES 


—the Stock Record System used in 
conjunction with the MASTER 
STOCK SHEET and the central office 
CONTROL FORM, also a COMPARI- 
SON FORM for sales of total pairs 
by seasons and years, gives the mer- 
chant-owner complete stock control 
ents with style and sale trend. These 
soca PAP three forms are illustrated and are 
supplied 
50 Sheets—$3.00 
10 Sheets—$1.00 


(minimum order) 
Each fits the STOCK RECORD loose 
leaf binder. 


Form [00 MONTHLY INVENTORY 
‘Ori 





Black Cloth Binder—114%2” x 13%” 
—100 Daily Sales and Stock Sheets, 
1 Comparison Form, with 4 Inventory 
Pads (or 2 Inventory Pads, 100 
Sheets, and 2 Buying Order Pads, 50 
Sheets) and 1000 Carton tickets with 


“$9.00 


West of Denver, $9.50 
Canada and Foreign, $10.00 


Above, not including 
CARTON TICKETS, $6.50 
West of Denver, $7.00 
Canada and Foreign, $7.50 


Postage Prepaid—Check with order, please 














(New Revised Fifth Edition) 
Your choice of DeLuxe flexible imitation leather binder ; 
Shoe Carton Tickets 


shown above, or— 
; 50c. per 100; $1.50 for 500; $2.50 for 1000. 
Black cloth binder below. Clips supplied when quantity ordered is 500 or more. 


Postage prepaid—check with order, please. 
WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
1334 REPUBLIC BLDG. CHICAGO, ILLINOIS | 


| 
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WHERE TO BUY 
W ork Shoes 








(GH BASS S CO. 11 Mon Seon WILTON, MAINE 





WHERE TO BUY 


Children’s Footwear 








Children’s Fine Goodyear Welt Shoes 


THE GILBERT "SHOE co. 
THIENSVILLE, 








THE ORIGINAL 


SUNBATA ACROBAT 


(Patented) 





IN STOCK FROM SIZE TWO CACKS 
THROUGH SIZE SEVEN WOMEN’S 


A Product of 


SHAFT-PIERCE SHOE CO. 
Faribault, Minn. 








oe IDEAL BABY 


SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 

















High Grade 
Welt Shoes in Stock. 


Wiswell-Everston Shoe Mfg. Co. 
Cedar Grove, Wis. 





BEST KNOWN MAN 


[CONTINUED FROM PAGE 22] 


Your favorite factory will be glad to 
supply these things, of surprising in- 
terest to the average audience. 

Third, a grip of shoes was always 
taken along. The styles selected varied 
greatly with the type of audience, con- 
sequently could not be pre-packed like 
the “props.” These shoes were taken 
presumably to illustrate the talk, there- 
fore the assortment included a variety 
of heel heights, materials, prices and 
types, as well as some hose. 

With my trusty outline and my grips 
I was prepared to talk appropriately 
on a minute’s notice. On “Shoemak- 
ing” to a manual training class. On 
“Styles” to a woman’s club group. On 
“Merchandising” to a business college 
class. On “Children’s Shoes” to a 
P. T. A. meeting. On “Sources of 
Leather” to a social science or geogra- 
phy class. 

Such meetings build good will. The 
RECORDER quotes one enterprising mer- 
chant as paying twenty cents per lis- 
tener to any club. Good stuff. In the 
larger cities the heads of departments 
in the board of education are the best 
contacts. 

Here’s a secret. You don’t have to 
be an experienced public speaker to get 
by if you have plenty of shoes and ex- 
hibits spread on a table before you. 
All you have to do is break the ice and 
the audience will supply plenty of 
questions to keep you busy. 

To break the ice quickly, leave out 
all introductions such as “I am glad to 
be here” and all that blah. Recognize 
your introducer and plunge in genially: 
“T’m here to tell you everything you 
want to know about shoes. But I’m not 
sure exactly what would interest you 
most, so I’ll be disappointed if you 
don’t interrupt me with lots of ques- 
tions. Now, to begin with. . 
you’re off. 

You will have best success if you talk 
on their questions rather than force 
them to listen to stuff you want to tell 
but which doesn’t interest them. 

Here are some of the most frequent 
questions: “How much is that shoe?” 
“What causes flat feet?” “What makes 
higher priced shoes better?” (Asked 
because clerks have never given satis- 
factory answers.) 

“How much should a person pay for 
shoes?” “My arches are weak. Must I 
wear arch support shoes all the time?” 
“Why can’t I wear cheap shoes? All 
my friends do, and they look fine on 
them, but they look horrible and feel 
terrible on me.” ‘What makes some 
shoes burn your feet?’ 

If you can’t answer those questions 
fully, you need some study, even if you 
never make a speech. 

Don’t puff your own store. Just 
conduct yourself so as to sell the idea 
that “that man certainly knows all 
about shoes.” 

Don’t be afraid to speak your mind. 
Remember that the most interesting 














speakers and writers are those who at- 
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tack some generally accepted theory 
and prove it to be false. 

For instance, a teacher is quite likely 
to ask, “Don’t you think it is foolish 
for these young girls to wear high 
heels ?” 

To which you might reply (if you 
agree with me), “With apologies for 
my bluntness, I am always inclined, 
from a style standpoint, to approve of 
the youngsters wearing whatever is 
popular at the moment, regardless of 
what it is. (Nods of approval on all 
sides.) 

“My private notion is that popularity, 
and nothing else, determines what is 
proper style. From a style angle my 
daughter may wear high heels or no 
heels, high shoes or no shoes, open san- 
dals or green grass clogs, whatever is 
popular with her set. And that re- 
gardless of the fact that it was prob- 
ably considered outlandish ten years 
ago and will be laughed at ten years 
hence. We are living in today. 

“From a physical angle, I favor 
wearing both high and low heels. If a 
girl wears nothing but low shoes in her 
formative years up to 20, her tendon 
Achilles —right back here — becomes 
‘set’? in an elongated position. High 
heels would then be awkward and pain- 

“If she wears nothing but high heels 
while young, the tendon becomes ‘set’ 
in a shortened position. Then low heels 
would be equally unwieldy and uncom- 
fortable. 

“If she wears both high and low heels 
during high school age, her tendon 
Achilles remains pliable, strong and 
healthy. As she enters mature social 
life her carriage will be more easy and 
graceful.” 

Radical statements such as that are 
always interesting. They didn’t invite 
you to tell them platitudes they already 
knew. 

And, last but by no means least im- 
portant, quit on time. 





Convention Held 


Following a sales convention at the 
Nettleton factory in Syracuse, Nettle- 
ton salesmen left for their territories 
with one of the most complete lines of 
Nettleton and Miller Cook shoes in the 
history of the company. 

The samples which they carry include 
four new lasts, one of which is a wo- 
men’s Algonquin moccasin-type sport 
shoe. This is the first time in Nettle- 
ton history that a Nettleton-made wo- 
men’s oxford has been offered to the 
trade. This oxford will be in the Mil- 
ler Cook line. It is available in two 
styles, a black-and-white and tan-and- 
white elk with rubber sole. 

Henry W. Cook was host at a banquet at 
which the following Nettleton executives 
and salesmen were present: J. M. Faul- 
haber, T. E. C. Johnson, A. R. Larson, 
W. E. Wilson, Marshall Walker, G. B. 
Williams, J. Middleton Smith, LeVay 
C. Mattice, A. A. Webb, M. F. Hilfin- 
ger, R. S. Cook, H. M. Messenger, R. V. 
Seitz, R. S. Merrill, S. J. Munger, G. L. 
Schwartz, R. L. Trask, A. F. Wente, 





G. B. Cathers, G. R. Eiler. 
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plan to participate in $7,500,000 


PD! Scholls 


in Advertising | 
RADIO...MAGAZINE | 


FOOT COMFORT WEEK and NEWSPAPER 


JUNE 13 220 


CAMPAIGNS 


all planned toreachtootsufferersduring | 


Write at once for window trim material and FOOT COMFORT WEEK | 


newspaper ads to tie-up with this great 


shoe store event. 





INCREASE 
YOUR 
SALES 
ABILITY 


A, Know shoes as mer- 
WA, chandise, shoes in re- 
iM, lation to the cus- 
Mi, tomer. Know the 
MWA types and their pur- 
i, poses—the kinds of 
leathers. Fatten up 
the pay envelope 
with a few min- 
utes study a day 
in your spare 
time. This won- 
derful little 
book has helped 
hundreds of 
others—it will 
help you. Clip 
the coupon 
and mail it 
today. 






















Price 


"50c. with order 


BOOT and SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 
Gentlemen: 
Enclosed please find fifty cents 
Money Order Currency Stamps 
for which send me 8 copy of the Sixth Revised Edition of THE SHOE and 
LEATHER LEXICON. 











The Scholl Mfg. Co., Inc. 


CHICAGO NEW YORK fe) Te), fe) 


1931 


DIRECTORY OF 


Shoe Manufacturers 


Flexible Leather Binding, Fits Vest Pocket 
(2% x 514) 


MORE CHANGES THAN EVER 


$2.00 Fic 


ORDER TODAY 





AMERICAN SHOEMAKING 


683 ATLANTIC AVENUE 
Tel. Liberty 0190 BOSTON, MASS. 











“VARNUM” Size Stick 


(Trade Mark Reg. U. 8. Pat. Off.) 


The Most Popular Measure 





Marked with standard American, French and lish 
measures. Three styles 1—2—3. Mapleweod, es 


RETAIL SHOE STORES USE NO. 3 


PRICE $1.50 EACH 
F. W. WHITCHER CO. Bosten, Mass.—Chicage, Ill. 
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WHERE TO BUY 
Sport Footwear — 








“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 











-WHERE TO BUY 


' Shoe Forms 


Jarry Jorms 


for Shoes and Hosiery 


made of white, 
transparent or co’ 
FAIRYLITE 


ghee 3 ell Co.,Ine., Auburn, N. Y. 











6 6 8 Fh ho 


WHERE TO BUY 
Riding Boots 
RIDING BOOTS 
IN-STOCK 


For Men, Women and 

Children—also 

Jodhpurs and Field 
Boots. 


















Salomon Resigns 


Arthur L. Salomon, who for the past 
six years has been connected with 
Shipley & Sons, Philadelphia, has re- 
signed, effective May 31. Mr. Salomon 
has not announced his plans for the 
future. 


Correction 


Through an error the name of Old 
Colony Shoe Co. was included in the 
list of new stores published in a recent 
issue of the RECORDER. The address 
given, 47 West Thirty-fourth Street, is 
the address of the New York office of 
Old Colony Shoe Co. of’ Brockton, 
Mass., but the company states that wt 
operates no’ retail stores. 














MOCCASINS FOR SPORTS WEAR 





What Is It and Why! 


In sportswear this season the moc- 
casin “rides to a new high” in popular- 
ity. An imitation of it in the moccasin- 
type-front on sport oxfords is being 
found in nearly every line of men’s, 
women’s and children’s shoes. This 
year the moccasin has jumped to En- 
gland, France and Germany and is 
accepted as the most comfortable foot- 
wear for hiking wear abroad. Europe 
has turned to walking clubs—with more 
than a million men and women signed 
up in England and over three million 
in Germany. Armed with knapsacks 
and sticks, groups of walkers are to 
be found touring the countryside in 
walking and rambling. 

Because the American moccasin fits 
into this new spirit of walking for 
health, it is beginning to enjoy world- 
wide acceptance. Because of the grow- 
ing interest in true moccasin as a type 
of construction, it is necessary at this 
time to restate the definition of a moc- 
casin as made by the National Boot and 
Shoe Manufacturers Association. It 
reads as follows: 

“A moccasin is an article of foot- 
wear in which the vamp passes under 
and around the foet, forming both the 
bottom and the sides, the turned-up 
edges of the vamp being gathered and 
sewn to a U-shape toepiece that cov- 
ers the top of the foot, as character- 
istic of the footwear made by the 
American Indian.” 

For the protection of handcraft and 
the standing of the moccasin as a defi- 
nite type of construction, strenuous ob- 
jection has been raised by makers of 
genuine moccasins as to the misuse of 
the term moccasin. It has certain defi- 
nite features that are not found in 
footwear in any other type of construc- 
tion. There has been a certain amount 
of carelessness in terminology, and 
shoes have been advertised as mocca- 
sins when they are not so in fact for 
a type of forepart pattern is wrongly 
given the moccasin name. The idea of 
a moccasin pattern on regular welted 
footwear is not objected to, but the 
term moccasin should be properly quali- 
fied to show that it is a type and a 
pattern seam rather than a true moc- 
casin, as defined above. 

The moccasin was the invention of 
and was worn by the American In- 
dian. As a distinct type of footwear 
it is deserving of definite place as a 
characteristic type of shoe construc- 
tion. Increasing carelessness of ter- 
minology should not be permitted to in- 
jure:a field of shoemaking that has so 
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much of merit and permanence, but 
which, if not safeguarded, will develop 
substitution and imitation to the point 
of injuring its genuine construction, 
promotion and sale. 





Sell Sport Shoes 
[CONTINUED FROM PAGE 17] 


A board used some time ago by the 
Guarantee emphasized the note of ani- 
mation strikingly, and the appeal of 
this board was heightened by not show- 
ing all of the human figure. The de- 
sign was so artfully conceived and so 
faithfully executed that it appeared to 
to be a close-up of a fashion show, pre- 
senting a dozen or more pairs of shoes 
on the shapely feet of as many girls 
and women. Interest in this board was 
increased by picturing only the hose 
and the shoes of the girls from the 
knee down. Underneath the moving 
feet on the stage was the nameplate of 
the Guarantee, and this with this epi- 
gramatic message, “Always a Thou- 
sand Feet Ahead,” running in bold let- 
ters across the top of the board, com- 
prised the only wording on the display. 

Copy for another bulletin was worked 
out in somewhat similar manner to 
show a number of girls in the season’s 
latest shoes promenading down an in- 
cline. On the run board of the incline 
were painted such words as Quality, 
Fit, Beauty, Corectness and Originality, 
and the shoes of the girls above served 
to attract attention to the words, for a 
pretty foot and its appropriate adorn- 
ment was set down just over each 
word. Another board was in celebra- 
tion of the debutante season. It showed 
the figure of a pretty debutante bend- 
ing over and pointing to her shoes, ex- 
ponents of the ultra-modern. Promi- 
nently played up in a corner by the 
girl was this significant phrase, “Where 
Shoe Fashions Make Their Southern 
Debut.” 

Posters, changed monthly, have one 
advantage over painted bulletins be- 
cause the bulletin usually bears the 
same copy for two months or more. A 
Guarantee board, used last spring, had 
the picture of a shoe placed in a panel 
so that the shoe could: be changed 
monthly without disturbing the rest of 
the design. 

Such use of outdoor advertising as 
as been described can be «successfully 
used by other stores that sell fine 
shoes. In fact, other aggressive shoe 
merchants in other cities have em- 
ployed outdoor advertising in somewhat 
similar ways. 
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| LITTLEWAY 


_ TOE LASTING PLATES 


for Cement Toe Lasting 
LITTLEWAY SHOES 


a 


LITTLEWAY LOCKSTITCH SHOES 
Soles Attached by 
W/E Sole Stitching Machine 
Model C 


Stee eel 


LITTLEWAY COMPO SHOES 


Compo Shoes lasted by the Littleway 
Process and having soles attached 
with cement on WAC Cement Sole 
Attaching Machine — Model A, or by 
any other suitable machine. 


PRODUCE 


Smooth and flat TACKLESS TOES. 
A bond entirely around the toe. Easy 
removal of temporary fastenings. 


ELIMINATE 


Undesirable bunch at 
the toe which is difficult 
to remove. 


Undesirable tacks in 
forepart. 


Thread stranding and 
needle breakage on 
sewn or stitched shoes. 


Cost of metal plates 
on the toes of lasts. 


Uneven rippled feather 
line. 
e 


Extra cost of tacks. 
e 


Unsightly tack holes in 
the insole. 
e 


Increased cost of tack 
pulling. 


THE LITTLEWAY PROCESS COMPANY 


140 Federal Street, Boston, Massachusetts 
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fusion or deception in the customer’s 
mind as to the size.” 


EDWIN HAHN, WM. HAHN, & Co., 
Washington, D. C. 


“After having used this method over 
a period of several years we believe the 
plan of marking shoes in plain sizes 
and widths to be the best. 

“We find in our stores a continual 
improvement in the willingness of cus- 
tomers to accept their correct size. It 
is our belief that by being frank in this 
matter through the plain marking of 
our shoes and through diplomatic 
though sincere salesmanship on the 
part of our salespeople we are able to 
develop more permanent and satisfied 
customers.” 


V. V. VANDENBURGH, THE DENVER Dry 

Goons Co., Denver, Colo. 

“We are marking our shoes plain and 
would not have them marked any other 
way. I personally believe that is the 
way all shoes should be marked, be- 
cause it would save a lot of returns and 
ill feeling after shoes have been worn. 

“We believe that stores selling shoes 
with French sizes, etc., will misrepre- 
sent some sizes, and this customer will 
sooner or later find this out and ordi- 
narily will not return to that shoe 
department or store. Every customer 
who leaves our department knows the 
size she is going out with.” 


HIERON N. BIwer, FIELD-SCHLICK, INC., 
St. Paul, Minn. 


“We use only plain size markings. 
This, we find, is less confusing to cus- 
tomers and salespeople.” 


Max SoMMER, SOMMER & KAUFMANN., 
San Francisco, Cal. 


“After experimenting for many years 
with marking our shoes in French sizes 
as also in a code of our own making, 
we finally deemed it most expedient 
to eliminate all of these foreign mark- 
ings and have our shoes stamped in 
plain sizes, such as 5B, etc. 

“We were under the impression, at 
one time, that because of the variation 
in sizes of shoes by different manu- 
facturers, it was necessary to have 
shoes stamped in a way that would 
not convey the real size to a customer. 
We found, however, that more harm 
was done by misrepresentation on the 
part of salesmen, and determined to 
eliminate the system of concealing 
sizes. We find that the plain sizes 
work better in every possible way and 
would not change back to the old 
method.” 


E. H. Krum, G. R. Kinney Co., INc., 
New York, N. Y. 
“We recommend the French size sys- 
tem as to size markings.” 


Haroitp O. BoucHer, H. G. WENDLAND 
& Co., Bay City, Mich. 





“T have always preferred plain size 





The Hidden Mysteries of Size 


(Continued from page 15) 


readings, such as 5B, 6%AA, etc. I 
firmly believe that people should know 
exactly the size shoe they wear, espe- 
cially—women. 

“All shoe fitters have had women 
come in and say they always wear a 
4B when usually a 6B is the size shoe 
they have on. But—don’t blame the 
lady. This is the fault of some shoe 
fitter. He (or she) told the lady she 
she had such a size. Why? Probably 
to make a sale. This is not salesman- 
ship. 

“Women of today are broader mind- 
ed. Why deceive them? Now, if all 
shoes were marked in plain readings 
the customer as well could read the 
size. Men usually know their size. In 
case they don’t, be sure to tell them. 

“Mothers of your child customers 
should know the size the child wears. 
The mother appreciates this service 
and will have more confidence in you. 

“Shoe fitters can educate people to 
know their right size, and plain read- 
ing of size in the shoe will prove it. 
What do you say?” 


W. C. THOMPSON, THE J. L. HUDSON 
ComPANY, Detroit, Mich. 


“I believe the time has come when 
all dealings between the customer and 
the salesperson must be on a strictly 
honest basis, and any misrepresenta- 
tion regarding sizes or any other de- 
tail pertaining to the selling of mer- 
chandise should be eliminated. 

“We have very efficient foot meas- 
ures today, which a salesperson can 
with a little diplomacy explain to a 
customer any mistaken idea they may 
have regarding their size. Therefore, 
I am very much in favor of all size 
markings being marked in plain En- 
glish thus: 4B for size Four B.” 


N. G. Hess, N. Hess’ Sons, Baltimore, 
Md. 


“We have always used our own sys- 
tem of marking in men’s, women’s and 
children’s shoes, which is entirely dif- 
ferent from any others that we have 
ever seen. 

“However, I personally believe that 
it would be a very good idea to sim- 
plify these markings and have a uni- 
form standard marking for everyone. 
Certainly, to begin with, it would be 
a much easier matter for factories. 

“I do not believe that any stores 
allow sizes to be misrepresented; 
hence why not plain markings.” 


E. A. Rarney, F. M. Hoyt SHOE Co., 
Manchester, N. H. 


“In our instance, the greatest por- 
tion of our men’s shoes are shipped out 
of stock, and the dissatisfaction of 
prompt stock service is aggravated 
only by the dealer that you mention as 
wanting fancy cartons, fancy size 
markings and fancy sole stamps. 
“Any eliminations of these hazards 


« 


will assist greatly in producing a more 
efficient and pleasurable arrangement 
by which both the manufacturer and 
retailer will greatly benefit.” 


CHESTER D. HEywoop, HEywoop Boot 

& SHOE Co., Worcester, Mas:.. 

“It is our opinion that the best 
method is plain figures, but every re- 
tailer has a right to use his own judg- 
ment, and, despite the way we feel, we 
must comply with their desires.” 


J. L. SULLIVAN, BoyD-WELSH SHOE Co., 

St. Louis, Mo. 

“We believe that the advantages of 
using a plain size marking, such as 
8B or 5%AA, far outweigh any of 
the disadvantages, and are advocating 
this system of marking. 

“It simplifies selling in the retail 
stores to a great extent, because the 
customers know what they are getting, 
and we do not believe in ‘fooling them.” 

“We find that very few women buy- 
ing our grades of shoes object to wear- 
ing a size 8B or a 9AAAA, and they 
are not very sensitive about it.” 


A. W. BusH, NUNN, BusH & WELDON 

SHOE Co., Milwaukee, Wis. 

“We ourselves are great believers in 
plain sizes—not concealed sizes of any 
description. However, upon the in- 
sistence of our salesmen and some of 
our customers we mark our shoes in 
French sizes, such as 480—being an 8D. 
We really believe that is the simplest 
system of all of them.” 


L. M. Doty, THE SELBY SHOE Com- 

PANY, Portsmouth, Ohio. 

“Our second choice, if French sizes 
are insisted upon, would be the less 
involved types as illustrated in the first 
two examples of your paragraph B. 

“We are very strongly opposed to 
combining the lining serial number 
with the size and width, as suggested 
in paragraph C. This is not only very 
confusing, but would require special 
equipment for the heads of lining mark- 
ing machines. 

“We are most heartily in accord 
with an idea of simplifying the system 
of size markings, some of which are 
so highly involved as to be almost 
ridiculous. Furthermore, the variety 
that we are compelled to use imposes 
quite a hardship upon our cutting and 
fitting departments.” 


JOHN C. McKEOoN, LaiIrRD, SCHOBER & 

Co., Philadelphia, Pa. 

“After all, what the wearer needs 
in order to expedite purchasing or 
bring about sales along lines of least 
resistence, is confidence, and nothing 
produces more confidence or eliminates 
doubt like markings that are clearly 
understood, even to the extreme of 
price tags on jewelry, accessories and 
trinkets and the like. 
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“Most decidedly do I approve of 
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method A for size markings, and un- 
less our accounts particularly specify 
otherwise, we always use the plain 
figures. I think you are on the right 
track in endeavoring to simplify this 
particular matter, regardless of the 
fact that it is not the marking of 
size and width, whether plain or dis- 
guised, that counts . . . it’s the fittings 
of the wearer’s foot properly—and will 
admit at times the head must be fitted 
also—but without the proper fitting of 
the foot, even admitting the enormous 
element of vanity appeal, the job is not 
finished.” 


L. McCartuy, E. T. Wricut & Co., 
Rockland, Mass. 


“We are heartily in favor of mark- 
ing shoes with your method A, plain 
figures. 

“We have followed out this policy 
consistently over the past four years 
on all of our stock shoes, and have 
advised our customers to use this plain 
system in marking shoes which we 
make up especially for them. 

We believe correct fitting of shoes 
is the major job of the shoe industry, 
as well as its greatest problem. 

“We believe that the consuming pub- 
lic should understand and appreciate 
both the problem and the objective. 

“When sizes are given in code, we 
believe the public is confused and sus- 
Picious, as plain marking allows them 
to know the size with which they were 
fitted, and if that size is different than 
previous shoes, the simple question of 
‘why’ can easily be answered truthfully 
and frankly by the retailer.” 


DuNN & McCartuy, INc., Auburn, 
N. Y. 


“In regard to the best method of size 
marking, would state that we consider 
French sizes—240 as 4/B—the best 
method.” 


Geo. E. KEITH ComMPANy, Campello, 
Mass. 


“We use French sizes in probably 90 
or 95 per cent of our shoes, including 
all stock shoes. Our size marking is 
not like any one of the three French 
systems you have set down, though 
the size mark in the second one is like 
ours—to wit, the size plus 32. Our 
width marking is-the number of the 
width plus 10. 

“There is considerable variation, we 
agree, in the way in which manufac- 
turers mark their sizes. It would be 
desirable to have it uniform, and you 
are to be commended for making this 
study. On the other hand, it would 
be pretty difficult for any of us to 
begin over and, too, it is our notion 
that retailers are pretty canny in read- 
ing sizes however they may be marked 
on the shoes they are replacing.” 


H. A. Torson, HERoLD BERTSCH SHOE 
Co., Grand Rapids, Mich. 


“We believe the method of designat- 
ing a size, 4-b as ‘240’, is the best, for 
the reason that it is very simple to 
read cuts the possibility of error to a 
minimum and would be acceptable to 
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CODE MARKINGS ON MEN'S SHOES 


(Continued from page 15) 
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the trade, most of whom are now fa- 


miliar with this method. 


“We believe it is superior to the plain 


make a variation in size necessary to 
a proper fit in some cases.” 


figures, for the reason that the con- 
sumer should not always know exactly 
the size of the shoe he is wearing. 
Men and women are both vain and 
sometimes obstinate and plain sizes 
would mean some customers would in- 
sist on the same size shoe previously 





worn, whereas differences in lasts 
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WEYENBERG SHOE MFG. ComMPANY, Mil- 
waukee, Wis. 


“We prefer the B plan outlined in 
your letter; this is the system that. 
we use. We think that it would be a 
good thing for the industry if a stand- 
ard method was adopted by all manu-~ 
facturers.” 















THIS MAY BE 
YOUR OPPORTUNITY 











SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 








chusetts. 


strictly confidential. 


Manufacturer of well known line women’s welts retailing 
at $7.50 to $10.00 wants high grade experienced men with 


good selling record for following territories: 
Northern New England with parts of northern Massa- 


Indiana and Illinois exclusive of Cook County. 

Kentucky, Tennessee and Alabama. 

Southeastern Ohio and West Virginia. 
Please give all details relative to experience, past and present connec- 
tion, age, etc., when applying. All applications will be considered 


Address C499, care Boot & Shoe Recorder, 239 W. 39th St., New York, N. Y. 








MANUFACTURER 


of one of the most outstanding lines of 
women’s Arch Supports retailing from $3.00 
to $3.50, and Sports from $3.00 to $6.00, 
is considering local representation in the fol- 
lowing cities, providing arrangements can be 
made with the proper representatives to han- 
die line on straight 6% commission basis— 
volume accounts 4%-—payable monthly on 
shipments. No objection to advancing lib- 
eral amount against accepted orders. Large 
volume style numbers carried in_ stock. 
Philadelphia, Baltimore or Washington, 
Pittsburgh, Cleveland, Cincinnati, Detroit, 
Indianapolis, St. Louis, Kansas City, Omaha, 
Des Moines, Chicago, Minneapolis, Denver, 
Salt Lake City, El Paso, Los Angeles, San 
Francisco, New York City, Buffalo. 
Address C502, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 











SHOE SALESMEN wanted to carry our spats 
and shoe ornaments as a sideline. Please 
ive territory and _ references with reply. 
ANOLIS MANUFACTURING CO., 4248 
No. Crawford Ave., Chicago, II 





ARE you earning enough money with the 
line you are now carrying? If not and 
you are desirous of carrying a short side line 
on a strictly commission basis we have an 
ideal proposition to offer—a new innovation in 
women’s shoes to retail at $6. The controlling 
members of this Company are executives of 
one of the largest and best known women’s 
shoe manufacturing companies in the United 
States. Only such applicants who can furnish 
first class references will be considered. All 
applications will receive due consideration. This 
is an ideal opportunity for the right men. 
FRANK-BRUEL COMPANY, Room 74, 229 
East Sixth St., Cincinnati, Ohio. 


Quality Stitchdowns 


—-can be repaired—active selling, stock 
styles and special split case lot propo- 
sition to smaller well rated retail deal- 
ers—popular prices—money making com- 
mission basis—strong side line. Terri- 
tories open — all states: middlewest, 
southwest, western and coast. Write 
stating territory and line now covering, 
references and record. Address, C482, 
care Boot & Shoe Recorder, 239 
.'s 39th Street, New York 











S ALESMEN—To sell line of men’s spats. 
Full time or as a side line. Desirable terri- 
tories now available. CHAS. F. CLARK, INC., 
1403 West Congress Street, Chicago, IIl. 





SEVERAL very desirable territories open now. 
The coming of the Fall season will create 
additional vacant territories for salesmen with 
experience and interested in a live wire line of 
Ladies’ Novelty Shoes retailing at $3.00. Our 
line of fast pattern styles are all carried in 
stock. The line is well established and _na- 
tionally known. It is a volume producing line, 
and offers splendid earnings to a, sales- 
men. Address STYLO SHOE COMPANY, 
1330 Washington Avenue, St. Louis, Mo. 





THERE is an opening in our organization for 
a salesman who has an established business 
on Brooklyn Turn shoes to retail at $10. Only 
a man with the highest qualifications and who 
can give references will be considered. <A 
liberal drawing account will be given to right 
arty. Address C-504, care Boot & Shoe 
~ 1 ~ ai 239 West 39th Street, New York, 


OR SALE--General shoe store, established 

20 years; average business $40,000, located 
in middle western Illinois,. city of 42,000; 
good surrounding trade territory. Can be 
bought very reasonable, good lease. Address 
C-506, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





FoR SALE—Shoe Store Fixtures—Birch 
and Bird’s-eye Maple inlay, marble base. 
Complete unit—Safe, electric cash _ register, 
chairs, desk, window fixtures, etc. Address 
C-498, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





POSITION WANTED 


BUYER-MANAGER—Best of shoe experi- 
ence; medium and high _ grade, capable, 
references. Interview appreciated. Address 
C-503, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








D2 YOU WANT ORDERS from mail-order 
houses, chain stores, jobbers, large depart- 
ment stores who promptly discount. Am 2 
young man, formerly manufactured women’s 
turns and Mackays. Know all buyers. Can 
style, figure my sample line, and, above all, 
ive you orders instead of excuses. Address 
-500, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





MANAGER OR SALESMAN—Thirteen 
years with last concern. Capable window 
trimmer. Understands merchandising and 
management. Can demonstrate worth to a 
progressive retail shoe store by actual results. 
GEORGE RIEGEL, 150-22 Coolidge Avenue, 
Jamaica, N. Y. 





BUSINESS OPPORTUNITY 


ANTED—By retailer, women’s, children’s 
Wie on consignment, retail $2.00 and $3.00. 
Weekly settlements. Will open additional 
store. Address C-505, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
N.S: 








STANDARDIZED SHOE HEELS—All 
forms, with reserves replaceable -by a sim- 
ple movement by hand by anybody. Big saving 
for all social classes. Will cede rights to this 
international _ patent. Write: ENGINEER 
JONESCO, G-al. Manu 6, Bucarest, Rumania. 





Minimum charge 75 cents. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. h 
$1.25. When a box number is desired twelve words should be added for the address. 


word of the address should be counted. ‘ 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. f : Me 
S® Advertisements for this page must be in our New York office on Friday of the week preceding publication @@ 


Minimum charge 
In all other cases each 








74 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, May 30, 1931" 
























FOR RENT 


WINDOW CARDS 








SHOE DEPARTMENT FOR RENT—In 
ready-to-wear store established over 60 years 
in Southern city of 150,000. Department has 
averaged $30,000 sales last 3 years, and with 
proper advertising should reach $40,000 easy. 
The trade demands a $3, $4 and $5 shoe. No 
initial outlay required, as fixtures are already 
installed. Address C-501, care Boot & Shoe 
een. 239 West 39th Street, New York, 







Send Glass Sizes for Estimate 
Designs and Materiais - No Obligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St 


CHICAGO. ILL. 











MERCHANTS’ NEEDS 











Display Fixtures 


E. DODGE 
453 Washington St., Boston 
Phone Dev. 8049. 














Pouy Cup sitts— 
for Figg Tree at any angle 


79 Gross $5.00 
Va Half Gross $2.75 


M. D. POLLINGER CO. 
216 Holland Bldg. St. Louis, Mo. 











Satisfaction 
Guaranteed 














DISPLAY |JPAPERS 
Change Often! 


Heve you our samples? 


DISPLAY CREATIONS 
1439 Broadway, Detroit, Mich. 

















HOTELS 








The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation ... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 















Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 


BRETTON HALL 


BROADWAY at 86th ST. 
= NEW YOR == 
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DISPLAY FIXTURES 


made by 
SEGALLESONS 


933 ARCH ST. 
PHILADELPHIA, PA. 





















































———— Milbradt 

a | . 

———--}-—| Rolling Step Ladders 
Ml aaj Enable you to reach your 
: + highest shelves convenient- 
——e- - y- 
~ They last a lifetime 
Me ; and 
- | Are made in any style, 
or «| Shape or size to fit any 

kind of shelving. 

Write for general catalog 
pee and let us suggest the 
- best ladder for your use. 
i ae Milbradt 


Manufacturing Co. 


rs tt Established 1895 


2416 No. 10th Street 
ST. LOUIS, MO. 





RECORDER 
Window Display 
CARDS 
for MAY 


| 


WE SELL 
YOU SHOES - 


that are of 
Good Quality 






~not those that 
just look good! 











“% 
ees fae naar tae 


Colorful, Artistic 
Die-Cut Tops 
14 Different Texts 
Cards 7 x 12—3 colors 
Price Tickets Included 


per mo. 
6 Card Service...... $3.00 
8 Card Service...... 4.00 
12 Card Service...... 5.00 


Samples sent on request. 


Merchants Service Dept. 
Boot & Shoe Recorder 
1334 Republic Bldg. 
Chicago, Ill. 

















WANTED TO PURCHASE 








If you contemplate selling yeur 
entire or 5s us stock com 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 











We will pay the best price for 
your surplus or entire stocks of shoe, 
general merchandise or department 
stores. Leases assumed. 

Phone - Write - 

All matters strictly confidential. 


I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 5922 Est. 1880 








LETTERS 


Dear Sir: 

When you need 
letters that will 
sell shoes and 
build good-will 
for your store, 
write to me, giv- 
ing me as much in- 
formation as pos- 
sible. My charge 
for preparation 
will be moderate. 

Yours very truly, 
R. E. Andruss 


Care Boot and Shoe Recorder 
239 W. 39th Street, New York 
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The Heel for the Man Whe Cares 


The discriminating man prefers MC Cushion 
Heels on his shoes. Their neat appearance gives 
shoes an added touch of smartness. The scientific 
“cored” construction preserves the style lines of 
the shoe longer. Their cleanliness (no holes to 
carry gravel indoors) appeals to the fastidious. 


Look for the. 


“D" 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CALIFORNIA — West Hollywood — Hyman 
Westerman (“Sherman Army & Navy Store’) 
(8803 Santa Monica Blvd.); boots, shoes, etc. ; 
succeeded by J. Stern. 

ILLINOIS—Chicago—Mendelsohn & Mutter 
(9040 Commercial Ave.) ; boots and shoes; suc- 
ceeded by Louis Mutter. 

IOWA—Ames—Bauge & Son; 
etc.; succeeded by Bauge Shoe. Co., 

MASSACHUSETTS—Boston—Davis Shoe Mfg. 
Co.; business certificate filed by Harry Bron- 


boots, shoes, 


stein. 
Ware Shoe Co.; boots and shoes; business 
certificate filed by Gilbert Parker. 
Cambridge — Lemco Shoe Corp.; wholesale 


boots and shoes; recently incorporated. 
Haverhill—William Brown Shoe Co., Inc.; 
manufacturers; inc. authorized capital $25,000. 
Tinter Shoe Co., Inc.; manufacturers; name 
changed to Carl Shoe Co., Inc.; voted to issue 
$10,000 common stock. 
MICHIGAN—Grand Haven—Central Clothing 
House; boots, shoes, etc.; reported liquidating. 
MISSOURI — Cartersville— Fred B. Black 
(“Black’s Department Store”) (112 West Main 
St.) ; boots and shoes; removed to Joplin, Mo. 
NEW JERSEY—Gloucester City—D. David & 
Co. (2 N. King St.); boots, shoes, etc.; inc. 
authorized capital $100,000. 


NEW YORK—Brooklyn — Wonder Apparel 


THE Business 
BAROMETER 





Changes 


Shops, Inc.; 
capital $5,000. 

Buffalo—Buffalo Shoe Repair Corp.; 
and shoes; inc. authorized capital $10,000. 

New York City—Cancellation Shoes, Inc. ; boots 
and shoes; inc. authorized capital $5,000. 

Frankel Stores Corp.; boots, shoes, etc.; inc. 
authorized capital $20,000. 

Paper Sandal Mfg. Co., Inc.; paper slippers, 
etc.; inc. authorized capital $20,000. 

E. Stein’s Custom Bilt Footwear, Inc.; boots 
and shoes; inc. authorized capital $10,000. 

ne ong ing Oklahoma City— Archer & 

shoes, etc.; capital increased from 

500, eee to erty 000. 

PENNSYLVANIA—Bradford—Zafron Bros. 
(New York Clo. Co.) (23 Washington St.) ; 
boots, shoes, etc.; sold or closed out business. 

Philadelphia—Morgan Shoe Stores, Inc.; boots 
and shoes; inc. authorized capital $20,000. 

Sally Smart Shoes, Inc.; boots and shoes; inc. 
authorized capital $10,000. 

Textile Trading Co.; boots, shoes, etc.; recent- 
ly incorpora 

Republic—Placido Manoli; boots, shoves, etc. ; 
reported selling or sold out. 

TENNESSEE—Bristol—Abrams Shoe _ Co.; 
boots and shoes; inc. authorized capital $10, 000. 

Memphis—Harwoods (928 S. Cooper St.); 
boots, shoes, etc.; reported sold out te Jacob 
Scheinberg. 


boots and shoes; inc. authorized 





Failures, Embarrassments, Etc. 


ARKANSAS—Dermott—The 

Leon Pincus); boots, shoes, 
petition in bankruptcy. 

CALIFORNIA—Los Angeles—Dunlavy’s Shoe 
Store (W. A. Dunlavy) (1720 N. Vermont Ave.) ; 

ts and shoes; reported called meeting of 
creditors for May 15. 

CONNECTICUT — Waterbury — Lena Sachs 
(447 W. Main St.); boots, shoes, etc.; reported 
petition in bankruptcy. 

GEORGIA—Columbus—Abe Feinberg (1216 
Broadway) ; boots, shoes, etc.; reported petition 
in bankruptcy; reported receiver appointed. 

ILLINOIS—Kankakee—Joseph Shapiro (‘“Mode 
Shoe Store”); boots, shoes, etc.; reported as- 
signed. 

, MASSACHUSETTS—Attleboro — Gustave V. 

(“I ’s Boot Shop”); boots and 
= reported petition in bankruptcy. 

Boston—George Akel; boots and shoes; re- 
ported petition in bankru ptcy. 

Crystal Apparel Chain Shoppes, Inc.; boots 
and shoes; reported petition in bankruptcy. 

Salem—Gregory Brown Shoe Co. (24 Essex 
St.) ; manufacturers; reported petition in bank- 
ruptecy. 

NEW JERSEY — Arlington — John 
boots and shoes; reported assigned. 

Princeton—Edward V. Baldwin (Nassau Boot 
pom (118 Nassau St.); boots and shoes; re- 

petition in bankruptcy. 

NEW YORK—Brooklyn—Savoy Shoe Shop, 
Inc. (115 Graham Ave.); boots and shoes; re- 
Ported assigned. 

Jamestown—E. Verne Bly (119 North Main 
St.) ; be nn and shoes; reported petition in 
bankruptcy. 

New York City—General Footwear Corp. (18 


Peoples Store 
ete.; reported 





Neisch ; 


W. 18th St.); slipper manufacturers; reported 
assigned. 

Herman Weill (Leonard Bootery) (488 East 
Tremont Ave.) ; boots and shoes; reported pe- 
tition in bankruptcy; reported receiver ap- 
pointed. 

NORTH CAROLINA—Kinston—Mark Cum- 
mings; boots and shoes; reported petition in 
bankruptcy. 

OHIO—Youngstown—J. F. & F. J. McFadden 
(“McFadden’s”); boots, shoes, etc.; reported 
petition in bankruptcy; reported receiver ap- 
pointed. 

PENNSYLVANIA—Frackville—William Nor- 
bitz; boots and shoes; reported offering to 
compromise. 

Hatboro—Lorain C. Lowell (9 South York 
Road); boots, shoes, etc.; reported petition in 
bankruptcy. 

Philadelphia—Abram L. Spector (Dial Shoe 
Co.) (Variety Shoe Co.) (942 Market St.; boots, 
shoes. etc.; reported petition in bankruptcy. 

Wilkes-Barre—Louis Ellowitch (7 FE. Market 
St.); boots and shoes; reported offering to 
compromise at 30%. 

RHODE ISLAND—Providence—Angelo Luc- 
chetti (447 Atwell’s Ave.); boots, shoes, etc.; 
reported petition in bankruptcy; reported re- 
ceiver appointed. 

SOUTH CAROLINA — Sumter—Cuttinn & 
Chandler; boots, shoes, etc.; reported petition 
in bankruptcy. 

TEXAS—Cameron—B. R. Goldberg; boots, 
shoes, etc.; reported petition in bankruptcy. 

VIRGINIA—Norfolk—Cummings-Roberts Co.; 
wholesale boots and shoes; repo assigned. 

WISCONSIN—Wausau—Jeff’s Boys’ Shop: 
boots, shoes, etc.; reported ‘petition in bank- 
ruptcy. 








New Shoe Stores 


Savannah, Ga.—W. T. Grant Co., 9 W. Brough- 


ton St. 
Ambridge, Pa.—Sears, Roebuck & Co., 817-21 
a ny St. 
New York, N. Y.—H. & H. Shoe Corp., Queens. 
Temple, Tex.—Roddy Bros. & Hendler, Inc. 
Jefferson, 8. C.—Miller’s, Inc. 
Providence, R. 1.—Department Store Shoe Re- 
pairing Service Co. 
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——— W. Va.—Francis Supply Co. 
hiladelphia, Pa.—Sally Smart Shoes, Inc. 
Follyhill, Fla.—Grabe Stores, Inc. 


Newburyport, Mass.—Gillis Shoe Co., Inc., 
110 Merrimac St. (Mfgr.) 
nm, Mass.—Rosenberg’s, Inc., 209 Essex 


Barberton, Ohio.—Marshall Dry Goods Co. 
Philadelphia, Pa.—Morgan Shoe Stores, Inc. 


77 


Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


“Shoe Store. 
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Philadelphia, Pa.—Textile Trading Corp. 
illiansport, Pa.—Jacques, Inc. 

Bristol, Tenn.—Abrams Shoe Co. 

Spring Hope, N. C.—Morgan Trading Co. 

West Hollywood, Cal.—J. Stern, 8803 Santa 
Monica Blvd. 

New York, N. Y.—Frankel Stores Corp. 

New York, N. Y.—Dave Singer, 16 Lexington 
Ave. 

New York, N. Y.—Edmond S. Kornaand, Em- 
pire State Bldg. 
‘ Mt. Vernon, N. Y.— 
ne. 

New York, N. Y.—E. Stein’s Custom Bilt 
Footwear, Inc. 

Cleveland, Ohio—Wolf Hecht Dry Goods Co. 
Cleveland, Ohio—Lynn Dry Goods Co. 

New York, N. Y.—Old Colony Shoe Co., 47 
W. 34th St. 

Huntington, Ind.—Arnold’s Department Store. 

Lexington, Ky.—Brown Booterie, 136 W. Main 
St. (June 1) 

Stoughton, Wis.—Union Mercantile Co. 
e Fresno, Cal.—Peacock Shoe Store, 1133 Fulton 
t. 

Pawtucket, R. I.—Enna Jettick Boot Shop, 31 
Broad St. 

New York, N. Y.—Windsor Shoe Stores, Inc., 
Kings. 

Holyoke, Mass.—Melville Shoe Co., High and 
Dwight Sts. 

Staunton, Va.—H. C. Cleek. 

Neon, Ky.—Mountain Cash Store. 
Georgetown, Ohio—Roland McKinley. 
Stillwater, Okla.— Mace Department Store, 
610 Main St. 

Europa, Miss.—Daniel M. Taylor. 

Eagle Bend, Minn.—G. A. Byman. 
Rosenburg, Neb.—M. Jensen. 
. Neb.—Sam & Chas. George. 
Tryon, Neb.—Paul Bender. 
Sutton, Neb.—George Claus. 
Doniphan, Neb.—A. D. & W. J. Burger. 
Arapahoe, Neb.—Harold & Bede Williams. 
O'Neill, Neb.—Golden Rule Store, W. H. Al- 


linger, Mgr. 
Omaha, Neb.—Alpersons’, 17th and Douglas 


Best Department Store, 


ts. 
Truckee, Cal.—Knox General Store. 
Point Reyes, Cal.—Seillacci’s Emporium. 


San Fran —Royal Brant Shoe Co., 
2330 Mission St. 
okane, Wash. rex & Olsen, Inc 


Seattle, Wash.—S. M. Allmain, 114% Broad- 
way N. 


Locke, Wash.—N. W. Gilger. 

Enterprise, Ore.—J. W. Johnson. 

Seattle, Wash.—I. Hamazaki, 406 5th Ave. 

Oak Grove, Ore.—Henry Clearwater. 

Seattle, Wash.—J. J. Newberry Co. 

Rice, Wash.—H. R. Clinton. 

Raymond, Wash.—C. C. Haug, 303 Duryea St. 

Los Angeles, Cal.—Westwood Hills Boot Shop, 
925 Westwood Blvd. 


John B. Knorr Dead 


READING, Pa.— John B. Knorr, for 
more than 40 years prominently identi- 
fied with the merchandising of shoes in 
Reading, died at his home here after 
a short illness, aged 79 years. He en- 
tered the shoe trade in this city in 1883 
under the firm name of Knorr & Ruth. 
The business was known as the Eagel 
In 1914 Mr. Knorr con- 
fined his business to that of wholesale 
only. He is survived by his widow and 
one son, Paul. He was a director of 
the Berks County Trust Company. 

E. J. Clancy Dead 

CLARKSBURG, W. VA.—Edward J. 
Clancy, 55, for a number of years iden- 
tified with the old Lowndes store here 
in the shoe department, died following 
a stroke of apoplexy. His widow sur- 
vives. 

































































Boot and Shoe 
Recorder 


Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right’’; sold for the 
right purpose, to the right wearer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of Tue Boor’ anp 
SHoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 








In Next Week’s Book 
You Will Find 


Big Business in Little Shoes 


Feeding the juvenile trade “meat and 
potato staples” while the smart little 
matrons keep crying for the “ice cream 
and cake styles” is a statement that 
indicates changing opportunity. We 
are seeing in development an impor- 
tant major sales activity with custom- 
ers twixt ages 8 and 14. In these ages, 
little girls crave pretty shoes—for foot- 
wear expression. There is new busi- 
ness to be had, and we tell of new 
departments termed “Wee Moderns” 
instead of Misses, “Junior Department” 
instead of Boy’s and “Sub-Deb” instead 
of Growing Girls. We will show you 
a most amazing development in sizes, 
lasts, heels and patterns. In the new 
size runs, comes the necessity of change 
of. buying policies, plus new promotions 
and preparations for selling seasons 
more numerous than ever before. 

May we give promise of a picture of 
“big business in little shoes” in our 
issue of June 6. 


Collegiate Shoes 


“Gamma Chi Phi’—which means in 
shoe-selling language “Glorifying Col- 
legian Footwear.” In this issue we 
have a new and novel approach to the 
sale of more footwear to college girls— 
and how a store in St. Louis achieved 
fraternity favoritism. 


VV YV 





A Buying Guide to 





Our Advertisers in This Issue 





BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill............. 60 
Bancroft-Walker Co., Boston, Mass........ 1 
Bass, G. H., & Co., Wilton, Me..........-.. 68 
Biarritz Sandals, New York City.......... 64 
Bleecker Shoe Co., New York City........ 52 
Blog Shoe Findings Co., New York City. .53, 66 
Brooks Shoe Mfg. Co., Phila., Pa.......... 66 
Buek, Philadelphia, Pa..........-..eeee+e+ 62 


Chase, W. S., & Sons, Haverhill, Mass..... 60 

Chicago Theatrical Shoe Co., Chicago, Ill... 66 

Clapp, Edwin, & Sons, Inc., E. Weymouth, ‘ 
M 


De ch ce cates sgus dong oeseeresseesere® 
Colt-Cromwell Co., New York City........ 59 
Coon, W. B., (o., Rochester, N. Y......++- 51 
Connell, J. M., Shoe Co., So. Braintree, 

BU. o.ne060cegeseeeswscncne hep eensesees 7 
Crafts, G. P., Co., Manchester, N. H....... 8 
Crescent Shoe Co., New York...........++ 53 
Daniels & Taylor Co., Derry, N. H........ 25 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 64 
Edwards, J., & Co., Phila., Pa....... 4th Cover 
Evans’, L. B., Son Co., Wakefield, Mass.... 62 


Fried, Lazarus, & Sons, New York City... 52 
Friedman, B., Shoe Co., New York City... 52 


Gilbert Shoe Co., Thiensville, Wis......... 68 
Glenn Robertson Shoe Co., Minneapolis, 
UL. chickocerhesavissretsetewsouveers 66 
Gold Seal Shoe, New York City..........- 46 
Horwitz, Vincent, Co., New York City..... 60 
Hoyt, F. M., Shoe Co., Manchester, N. H... 58 
Ideal Baby Shoe Co., Danvers, Mass....... 68 
Johansen Bros. Shoe Co., St. Louis, Mo..... 7 
Keith, Geo. E., Co., Brockton, Mass........ 32 
Kendall Shoe Co., Haverhill, Mass......... 66 
Levey Bros., New York City...........++. 53 
Lyons & Co., New York City............. 53 


McElroy-Sloan Shoe Co., St. Louis, Mo., 
2nd Cover 


Mishawaka Rubber & Woolen Mfg. Co., 


Mishawaka, Ind. ..5..oveccveces Front Cover 
Morse & Rogers, New York City......... . 52 
Natural Bridge Shoemakers, Lynchburg, 

Wis 6ceddvidessevbscessbenesgeven veces 40- 
Nettleton, A. E., Syracuse, N. Y........... 58 
NuWay Shoe Co., New York City......... 53 
Old Colony Shoe Co., Brockton, Mass....... 58 
Packard, M. A., Co., Brockton, Mass....... 58 
Paristyle Footwear Mfg. Co., Inc., New 

WE NW 66 56.44 6.6.049 ip bNss ned dhs cv sw sins 60 
Powell & Campbell, New York City........ 52 
Reynolds, Bion F., Brockton, Mass......... 58 


Richards & Brennan Co., Randolph, Mass.. 58 
Roberts-Johnson & Rand, St. Louis, Mo.... 27 


Sachs & Vigorith, Inc., Cincinnati, Ohio... 21 
Saks, M. J., Shoe Corp., New York City... 53 
Senior, A. Borden, BAG... ...ccccesevees 70 
Schwartz & Herder, Inc., Phila., Pa....... 60 
Shaft-Pierce Shoe Co., Faribault, Minn.... 68 
Si-En-Tiffick Shoes, Inc., Columbus, Ohio.. 23 


Stacy-Adams Co., Brockton, Mass......... 58 
Tupper Slipper Corp., Brooklyn, N. Y...... 5 
Vitality Shoe Co., St. Louis, Mo........... 4 
United States Rubber Co., New York City.. 39 
Weiss, J., Shoe Co., New York City....... 52 


Wiswell-Everston Shoe Co., Cedar Grove, 
WEE Aw ba Sorde oe tdecewv se adot eee Sadek 68 


LEATHER AND OTHER MATERIALS 


American Hide & Leather Co., Boston, 
NS xh peach weussecnbeusese cece hace’ 30-31 
Amer, William, Co., Philadelphia, Pa...... 61 
Armstrong Cork Co., Lancaster, Pa........ 28 
Castle Kid Co., Camden, N. J.........++++ 50 


Deauville Import Corp., New York City.... 37 


Essex Tanning Co., Peabody, Mass...3rd Cover 
Evans, John R., & Co., Camden, N. J... .34-35 


eee e eee renee eee eereeseeeeeeeere 


Hecht, F., & Co., New York City.......... 57 
Hubschman, E., & Sons, Phila., Pa....... 43 
Levor, G., & Co., New York City.......... 2-3 
Northwestern Leather Co., Trust, Boston, 
ME ccancescctased se secdectecdsscaedes 4 
Ohio Leather Co., Girard, Ohio............. 10 
MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 
Beckwith Co., Boston, Mass.............+. 80 
Kelly, Geo. J., Inc., Lynn, Mass..........+- 6 
Littleway Process Co., Boston, Mass....... 71 
United Last Co., Boston, Mass............. 63 
United Shoe Machinery Corp., Boston, 
MN cicacestuscty es yi tuccccnsees 4 42, 65, 76 


SHOE ACCESSORIES 


Shoe Lace Co., Ltd., Providence, R. I...... 44 
Scholl Mfg. Co., Chicago, Ill.......... 59, 69 
Schaeffer & Co., Reading, Pa............. 59 


Whitcher, Frank W., Inc., Boston, Mass... 69 


SHOE ORNAMENTS 


Hy-Grade Slipper Supply Co., New York 
a Rae ad ene hekesty ce kh tastes 64 


SHOE STORE EQUIPMENT 





American Seating Co., Chicago, Ill......... 46 
Camden Artcraft Co., Chicago, Ill......... 75 
Display Creations, Detroit, Mich........... 15 
Dodge, E., Boston, Mass.............see00. 15 
Grand Rapids Store Equipment Co., Grand 
AGNI, SEMIEs eaca saves scceesecsscusecs 4 
Hank Specialty Co., New York City....... 62 
Lyons, Hugh, & Co., Sending: Mich....... 46 
Milbradt Mfg. Co., St. Louis, Mo.......... 75 
Pollinger, M. D., Co., St. Louis, Mo....... 75 
Segall & Co., Phila., Pa....sei....eeeeeees 75 
Shoe Form Co., Auburn, N. Y............ . 70 
MISCELLANEOUS 
American Shoemaking, Boston, Mass...... 69 
Boston Shoe and Leather Fair, Boston, 
MRBOB.. os. visaeewidt c ovwnercedsscd Front Cover 
Hotel Manhattan Towers, New York City.. 59 
Kirsch-Blacher Co., New York City........ 75 
Simon, L, Co., New York City............ 75 


Boot AND SHOB RECORDER 
combining TH SHOE RETAILER, May 30, 1931- 








Good will is a mental chain that binds the customer to 
your house—your line. 


When accounts go over to a competing line, there are weak 
links in that chain, or the competing line has a stronger 
chain. 





Every link is forged by a separate phase of value—the link 
of quality, the link of good value, the link of dependability, 
the link of fairplay, the link of enthusiasm of the salesmen, 
and many others—each vitally important to the customer’s 
satisfaction. 


Advertising your house, its policies and your product, helps 
greatly to strengthen these links—and is sound economics. 
Sound—because your competitor’s customers réad your ad- 
vertising thus increasing their respect for your line, with 
always the possibility that some of them will in due time 
join up with you. 








Sound economics, because your present customers are cer- 

tain to read what you are broadcasting to the open market, 

checking performance with cold type statements. If they 

click, you feed your customers confidence, renew and 

strengthen it, in hundreds of instances just in the nick of 

time to offset a competitor’s rosy promises. 

Use the Recorder con- 
tinuously, and it will do 
an excellent job for you 
in strengthening your 
Good Will Chain. 


Sound, because your Recorder advertising is your only sure 
method of adequately feeding the clerk’s mind with what 
should be said about “who made these shoes and how good 
they are.”” The merchant buys them, the clerks se!l them. 








Sound economics, because the thousands of merchants pay- 
ing to have the Recorder counsel and aid them, guarantee a 
visibility to your advertising of around 80 per cent of the 
buying power of America’s shoe industry. 








B. C. BOWEN 


Western Manager 
Boot and Shoe Recorder 
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Vulco-Unit Box Toes have long been the ultimate selection of wise manufacturers who seek 
style and beauty at the TOE of their shoes — the ome deciding factor. 

It is the stylish toe that appeals to the woman in her choice of dainty footwear — her first and 
last consideration. 

Nowhere in the entire shoe industry is money so willingly spent as in the creation of new and 
striking models and nothing more important than their faithful reproduction. 

VULCO-UNIT Thermoplastic Box Toes not only reproduce the most delicate lines of the last 
modelers art — but assure enduring style and beauty. 

“It’s the beauty of the toe that sells the shoe”. Be sure and specify Thermoplastic BOX TOES in 
your next order. 











BECKWITH MANUFACTURING COMPANY 
Statler Building, Boston 
Largest Manufacturers of Box Toes in the World 


ITH + MFG + COMPANY 
¥ 
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View it through the vivid Fashion lens for Fall 














BY COMPARISON 


You determine desirability by 





comparison—and find the most 
thrilling of description out- 
classed by demonstration. 





e€adi 
STY LY 





Our new Fall samples—now be- 
ing presented by our salesmen 
—will tell you the story—com- 


parably. BY DEMONSTRATION 








A degree in fineness of quality not before available in the new retail price range. 


mews, Pedigo-[ake Shoe Co. ror. 


for Women for Women 


Saint Louis, Missouri 
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m, GET EXTRA VALUE 


SAR: from your 
Made of cord tire yh ss FAVORITE 
cords which give Vim te > i) LO] 
even longer wear w= pained 


and prevent slip- ie — 
_z 















ing because ON 
ND—upright 
in live rubber. 






















_ SHOE DOLLARS buy 
more when you insist on shoes 
with Gro-Cords. Gro-Cords out- 
wear ordinary soles and heels as 
a cord tire outwears a fabric one. 
This astounding durability is 
due to real tire cords fused ON 
END in pure live rubber. You'll 
join the millions that regularly 
buy shoes with Gro-Cords after 
you experience their Non-Slip 





GRO-CORDS 


wm you buy dress shoes or sturdier 
ones for golf, work, hiking, get 
extra value—insist on Gro-Cord Soles 
and Heels. Their patented cord-on-end 
construction makes them more durable 
than other soles and heels. The King B 
illustrated is exceptionally oe ‘or 
golf, hiking and street wear. Its cleats 
are shaped and Fp to Re in every 
e 


direction as well as clear themselves of 


amg safety and economy. 
th when walling. See thet your next our dealer carries—or can 


of shoes have smart, wear-resistin easil get— men’s, women’s and 
Rioa-Slip Gro-Cords. Your dealer ae children’s shoes with Gro-Cords. 


lanwnwmln C © § ° II LIMA CORD SOLE & HEEL CO. 
‘or men, women and Cc ie nd 
voce arn reating a ti . rhea 






















































SED Officially SS ane 
2% BIGGER DEMAND F , pags 
SLs info for re a 


Fully Protected 


Ks Numerou. 
; NON-SLIP” ’ GR O- CORDS yD DO pes 


i. of national advertising 

re), | a LIP in the Saturday Evening Post and 

7 RO-CORD S Boys’ Life, the demand for famous Gro- 

<1 " re Cords is now more insistent than ever. 
N ear 


“ \\Kar Longer 






Gro-Cord customers are regular cus- 
tomers. Gro-Cords save them money. 
They out-wear other soles and heels “YO ~~, © 
because of their cord ON END con- YU OUGHT To * J 
struction ... an exclusive Gro-Cord GRO a . 2 
feature. Gro-Cords are remarkably RDS FELLA 



































; . “When anythin ; 
non-slip till last day of wear for the. fhe 1 Boy Seoun Sasa adopted by 
same reason. And on the advice of me, I never had 257°! it’s good. Believe 
. ean: as long as G soles and heels wear half 
safety engineers, millions of workers . “Lech ot thet ae me 
a sae regularly wear shoes with Gro-Cords cate, Sim abin fo one Cy Fakes 
RO-CORDS are as dorable #8 ON. because their amazing non-slip char- Sro-Cords used to alip all one Noa slip 
best cord tiny of weat.Ox. the acter prevents slipping accidents. 88 OF steepest hill Kegon the wettest 
a by! ven ke engineers millioas - Ow sure-gripping all oor ond att 
vic parm ry ste 
workers in dairies, iron we fice Order a supply of work, dress and sport “Insist cot on pe 
foundries, railroad shops, tone : Cord Ricker Toe Soles 9 2°es has Gro- 
ries, packing houses, mines, store shoes with Gro-Cords at once. Disap- font let anyone kid you seen, And 
quarries. ice and fue) oes with Gro- pointed customers seldom come back. like s oct 93M, Gt0-Cords wear 
now reg ls that are 0-Cords 3 because only 
Cords—the Soles Ld as the best L Cc Ss &H Cc embedded ON nS 4 seal tire 
made of the same fe for your money— IMA CORD SOLE EEL Co. © rubber.” 
cord sccidents - always bet = Dept. 6-A . Lima, Ohio 
p Slip Gro-Cords. 
fas hem or can easily get them ea. The Boy Scouts of America have 
designs tot SOLE & HEELCO...Lima,O- officially adopted Gro-Cords. 
unt Safety engineers in every industry 












encourage workers to wear them. 
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THE NEW SUN-RA SANDAL 











wed 
528 

. z 
Practical, novel, and above all the most healthful 83% 
Jue zEe 
shoe sandal ever devised. Active, youthful feet |\??* 





can now receive the full benefit of health-giving 
sun rays. Next to bare-footedness comes the 
SUN-RA Sandal. Endorsed by leading foot spe- 


cialists. Write for full details concerning this new 





PATENTED 













health shoe and its wonderful sales possibilities. No. 7550—Smoked Elk 
Baby’s 2 to 5 D widths.............. $1.60 
Infants’ 5%, to8C &D widths. Does SOG 
The new fall line of “KALI-STEN-IKS” including the new file? 034.0 12 © & OD whee, oe 308 
SUN-RA Sandal, is now being shown by our representatives in Also made in Red, Blue, Brown, Patent 
all territories, also on display at Leather and Combinations. 
Our NEW YORK OFFICE 
425 Marbridge Bldg. New York City 
‘a- During the Shoe and Fashion Show—June 8th, 9th and 10th 


THE GILBERT SHOE CO. 


Los Angeles Office 


New York Office e e e 
425 Marbridge Building Thiensville, Wis. 327 Grosse Building 
New York, N. Y. : Los Angeles, Calif. 
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¢**°*The adding machine doesn't GUESS = « 


e eee Machine grading takes the GUESS e+ eeee 
out of Shoemaking 


The Coordinated Last and Pattern system is the only method of grad- 
ing lasts and patterns with machine precision. All other grading is 
hand grading and, therefore, subject to inaccuracies. It is practically 
impossible to make “hand-broken” lasts progress up and down the 
size scale without some distortion of proportions. Coordinated Lasts 
and Patterns assure perfect fit through exact union of last and pat- 
tern. Every size retains the same heel height and toe spring as the 
Model 4-B size. The vamp seam comes exactly in its proper piace 
and every line of the pattern is placed with scientific accuracy. The 
Coordinated Last and Pattern system effects a saving in upper 
stock, for there is no surplus leather to be pulled out and cut away. 
Cripples are reduced to the minimum. 


COORDINATED LASTS and PATTERNS 


UNITED LAST COMPANY + BOSTON «+ MASS. 
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VISION ... The sincere aim of 


the Gallun craftsman is not merely to pro- 
duce fine leathers . . . but to incorporate 
in every skin those definite qualities that 
enhance the excellence and salability of 


the leather creation tor which it is intended. 


A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin 


GALLUN 


LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 
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Your shoes are comfortable. 
They’re well-built and they’re 
stylish. Your sales talk checks 
on these points. 

But your customers want 
more these days. They want 
wear—long, hard wear. 

Sell them shoes equipped with 
Goodyear Wingfoot Soles and 
you satisfy people on this 
important point. These soles 
are tough. They’re wear-resist- 
ing, waterproof, and sure-footed. 
They make shoes long-lived. 

They’re just the soles for 
active children, for salesmen, 





mailmen, policemen, and work- 
men—for people who exact 
hard service from shoes—for 
people who demand “their 
money’s worth.” 
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WINGFO 
SOLES 


Copyright 1981, by The Goodyear Tire & Rubber Co., Inc. 
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ites oxford illustrated above 
is made over our new WIN- 
GATE LAST, which is in 
keeping with the present 
vogue in smart shoes. 


i 
ALDEN 


COMPANY 





5 


DESIGNERS & MAKERS 
OF MEN'S FINE SHOES 


ABINGTON 
*“MASS: 
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